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ABSTRACT 
 
 
Recreation Community Branding: 
 
A Comparative Analysis within  
 
Utah’s Wasatch Front 
 
 
by 
 
 
Lynda D. D. Smith, Master of Landscape Architecture 
 
Utah State University, 2017 
 
 
Major Professor: Dr. Ole R. Sleipness 
Department: Landscape Architecture and Environmental Planning 
 
 
 
This study documents and evaluates how recreational amenities contribute to the 
brand identity and sense of place in master planned communities (MPCs) along Utah’s 
rapidly urbanizing Wasatch Front. 
Utah’s population is increasing, with over 75 percent of the State’s growth 
concentrated along the rapidly urbanizing Wasatch Front. Corresponding with its 
population growth, the region is seeing a rapid expansion of the built environment. Many 
residential MPCs have been constructed to reflect not only the utilitarian housing needs, 
but also include opportunities for employment, shopping, services and entertainment. 
Much of the new growth in the United States is driven by MPCs; as evidenced by the fact 
that one in six Americans live in one of 230,000 managed MPCs. These communities are 
iv 
designed to enable residents to live, work, and play within close proximity of these 
highly-styled built environments. These built environments are often branded with a 
particular identity, these identities also permeate multiple facets of the community, 
including the recreation programs and amenities offered.   
This study evaluates how recreational amenities and their corresponding 
programming contribute to the brand identity and sense of place within MPCs along 
Utah’s Wasatch Front. Utilizing a comparative case study method, this study 
characterizes and analyzes the unique contributions that programmed recreational 
activities and amenities add to the branded sense of place within MPCs. Employing a 
review of current literature, content analysis of communities’ websites, observations of 
the physical built environment, and focused interviews with community representatives, 
this study demonstrates the role recreation plays in creating senses of place that resonate 
with residents’ recreational identities. 
Like many regions of the Intermountain West, Utah’s Wasatch Front is 
experiencing rapid population growth spurred by residents seeking a high quality of life 
in close proximity to recreational amenities. Focused interviews of residents found this 
statement to be true. Recreation amenities are a major reason why residents decide to live 
in a particular MPCs. When designing MPC’s recreation amenities are important to 
include because they enhance the necessary brand identity and sense of place that 
consumer’s desire. 
 (163 pages) 
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PUBLIC ABSTRACT 
 
 
Recreation Community Branding:  
 
A Comparative Study within  
 
Utah’s Wasatch Front 
 
Lynda D. D. Smith 
 
 
This study demonstrates the role recreational amenities play in contributing to the 
brand identity and sense of place in Utah master planned communities (MPCs). These 
MPCs are designed to enable residents to live, work, and play within close proximity 
within a styled built environment. While the built environment is often branded with a 
particular identity, these identities resonates with other attributes of the community, 
including recreation amenities. The study focused on MPCs along the Wasatch Front in 
Utah, since Utah’s population, along the Wasatch Front, is expected to double by 2050 
(Envision Utah, n.d.). Many of the developments being built in the next few years will 
likely be MPCs (Costley, 2006). Understanding MPCs and the recreation amenities in the 
communities will help to shape the future developments along the Wasatch Front. 
This study evaluates the recreation amenities in four Utah MPC using a 
comparative case study method. The case study research was completed through the use 
of a review of literature, content analysis of the communities’ online presence, the 
observation of the built environment and focused interviews with community residents, 
city planners, and developers. This process demonstrated the role recreation was playing 
vi 
in creating a brand identity for the selected MPCs and contributing to the brand identity 
and sense of place within MPCs. 
Utah is posed to grow rapidly in the next 35 years and development will be driven 
by future MPCs. Utah has a self-identified brand of recreation, which developers are 
using to enhance the community brand identity of their MPCs. Developers include 
particular recreational amenities and programs in MPCs in Utah because of how they 
contribute to communities’ sense of place. 
Understanding how recreation enhances the brand identity of MPCs can be 
applied to future developments and help developers strengthen community sense of place 
through the use of recreation branding. Overall it was found that recreation enhances the 
brand identity of MPCs within Utah’s Wasatch Front. Whether it was adding value for 
the developers and residents or if it was by creating a sense of community; recreation was 
enhancing the brand identity of these MPCs.  
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CHAPTER I 
INTRODUCTION 
 
Utah’s population is a rapidly increasing. According to the 2010 Census report, 
Utah’s population has grown by 530,687 people in the past ten years (U.S. Department of 
Commerce Economic and Statistics Administration, 2012). Over 75 percent of the State’s 
growth is accounted for along the Wasatch Front (Office of Legislative Research and 
General Counsel, 2014, p. 1). Further, Utah’s population is expected to double by 2050, 
with the majority of the growth happening along the Wasatch Front (Envision Utah, n.d.). 
With the continual increase of growth throughout the state, a remarkable number of 
homes and communities are being built. To handle the growth and entice residents, many 
of the new communities built will be master planned communities (MPCs). “In the USA 
growth in many of the fastest developing areas is being driven by MPCs. According to 
the Economist, one in six Americans live in one of the 230,000 managed communities” 
(Costley, 2006, p. 161). 
A critical part of building a new community is the creation of the community 
brand (Krueger, 2012, p. 2). In society, we are familiar with the act of branding as it 
applies to a variety of different products, services, and experiences, although we are 
perhaps less aware of its prevalence when it comes to places. Nonetheless, many 
locations are also branded with an identity. For example, states commonly employ 
branding strategies to attract tourists from other states and countries. Utah is branded as 
an outdoor recreation destination and is summed up in the branding phase of “Life 
Elevated” (Utah Office of Tourism, n.d.). Utah has “five national parks, seven national 
monuments, five national forests, 43 state parks, and 22.8 million acres of public lands, 
2 
representing almost 42 percent of the state of Utah. These lands range from snowcapped 
mountains of remote mountain ranges to wild rivers and colorful redrock canyons, 
crisscrossing the southern half of the state” (Utah Office of Tourism, n.d.). With Utah’s 
identity focused on recreation and with many communities including recreation in their 
designs; Utah has developed an identity as an internationally renowned recreation 
destination. For these reasons Utah is an ideal location to study how recreation enhances 
the brand identities of MPCs. 
The objective of this study is to demonstrate how recreation amenities enhance 
the brand of MPCs along the rapidly developing landscape of the Wasatch Front of Utah. 
Utilizing a comparative case study method, this study characterizes and analyzes the 
unique contributions that programmed recreational activities and amenities to the branded 
sense of place within four MPCs. Employing a review of current literature, content 
analysis of communities’ promotional materials, observations of the physical built 
environment, and focused interviews with community representatives, this study 
demonstrates how recreation is being used to enhance the brand identity of different 
MPCs along the Wasatch Front. 
Through conducting this study the researcher found developers include recreation 
amenities because of the added sense of value they provide and because of city 
requirements. The purpose of this thesis is not to measure economic or real estate value 
of recreationally branded MPCs but it is important to understand recreation amenities do 
add economic value to a community. The researcher also found recreation amenities are a 
major reason why residents decide to live in a particular MPCs. When designing MPC’s 
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recreation amenities are important to include because they provide the necessary brand 
identity, value and sense of place that consumer’s desire. 
“In the development industry, branding is even more crucial to the success of a 
project. It helps us define a piece of land, a building, a vision – as a place. Branding 
formulates the story of what makes that project different and identifiable – ultimately 
magnetic – to audiences. Without branding, a real estate development has a hard time 
standing out amidst the usual market clutter” (Krueger, 2012, p. 2). Understanding how 
recreation enhances the brand identity of MPCs can be applied to future developments 
and help developers strengthen community sense of place through the use of recreation 
branding. Overall it was determined that recreation enhances the brand identity of MPCs 
within Utah’s Wasatch Front. Whether it was adding value for the developers and 
residents or if it was by creating a sense of community; recreation was enhancing the 
brand identity of these MPCs. 
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CHAPTER II 
LITERATURE REVIEW 
Recreation 
An understanding of open spaces needs to be discussed before recreation can fully 
be understood. Open space is important because frequently recreation takes place in the 
open spaces of communities. Jack Ahern (1991) provided a universally applicable 
definition of open space. “Open space is a term used by landscape planners and landscape 
architects for land areas that are intentionally left unbuilt as fields and forests while the 
land around them is developed into buildings and pavement” (Ahern, 1991, p. 131). 
Summarizing several researchers’ work, Nyaupane (2011) loosely defined open space as 
“any nonbuilt areas such as greenbelts, parks, pathways (trails), gardens wetlands, farms 
and small water impoundments within and outside of an urban area, and even on urban 
streets and squares” (2011, p. 22). For this research these two definitions are combined to 
define open space as an unbuilt area with the surrounding areas being built up. The open 
spaces in communities provides the main areas of opportunity for recreation to occur.  
 
Defining Recreation 
Forty eight percent of Americans participate in outdoor recreation activities every 
year (Outdoor Foundation, 2015). The word recreation originates from the Latin word 
recreate, meaning “to create anew or rebirth” (Guthrie & Jensen, 2005, p. 9). According 
to Thomas S. Yukic (1970), in Fundamentals of Recreation, “recreation is an activity of 
leisure” with leisure being defined as “discretionary time” (1970, p. 17). Another way to 
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define recreation could be time away from work or an activity in one’s free time 
(Guthrie & Jensen, 2005; Nagle, 1999). Kaplan and Kaplan defined recreation as reliving 
mental fatigue by being away, through extent, the experience of fascination and 
compatibility between inclinations and environmental circumstances (Kaplan, Kaplan, & 
Ryan, 1998, p. 18). While these similar definitions give some sense of what it means to 
recreate, the definitions are ultimately vague and do not identify plainly what recreation 
may entail. 
The Parks and Recreation Professional’s Handbook’s (2010) definition of 
recreation combines all of the previous definitions to clarify what recreation means. The 
operational definition of recreation used for this thesis will be the Parks and Recreation 
Professional’s Handbook’s definition which states recreation is “an activity that people 
engage in during their free time, that people enjoy, and that people recognize as having 
socially redeeming values” (Hurd & Anderson, 2010, p. 19). This definition of recreation 
is appropriate for this thesis because it describes the multiple facets of recreation being 
considered in this study.  
Recreation and open spaces have become mainstream amenities in communities 
across the nation, especially in MPCs as an attractant to residents. Along with its’ many 
definitions, there are many forms of recreation. Some examples of recreation activities 
include sports, arts and crafts, dancing, picnics, games, acting, reading, camping, hiking, 
and boating. Recreation can happen in a variety of settings or locations. However, many 
recreation activities take place in outdoor sites, for example on a golf course, at a lake or 
river, on a mountain, on trails and community paths, and in open spaces or a backyard 
(Guthrie & Jensen, 2005; US Environmental Protection Agency, 2015). In communities, 
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some of the frequently used recreation sites are “…playgrounds, municipal parks, zoos, 
amusement parks, golf courses, athletic fields, swimming pools, and picnic areas. In user-
oriented recreation, nature serves as a pleasant backdrop, but is not an essential 
component” (Guthrie & Jensen, 2005, p. 11). In these various settings there are diverse 
types of recreation occurring which can be divided into different categories. 
 
Active and Passive Recreation 
We can subdivide these different forms of recreation into two broad categories: 
active and passive. Understanding the difference of these types of recreation is important 
for understanding preferences when it comes to recreational choices as well as the 
benefits received from different types of recreation. Active outdoor recreation is defined 
as “activities engaged in a natural outdoor setting that were stimulating, involved 
moderate to high physical exertion and required mental concentration.” The definition of 
passive outdoor recreation is “activities engaged in a natural setting that involved a 
minimum of personal risk and were perceived as stress reducing and relaxing” (Tarrant & 
Manfredo, 1994, p. 362). Table 1 gives examples of different recreation amenities 
divided into active and passive recreation and is not an exclusive list of the recreation 
possibilities. Examples of recreation activities included in the table are based on what 
recreation opportunities may be found and are popular in MPCs settings (Nyren, 2014). 
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Table 1 
Recreation Categories and Examples 
 
 
 
 
 
 
 
 
 
 
Trends in Recreation Activities 
The Topline Report, put out by the Outdoor Foundation every year, shows the 
most popular outdoor activities for the previous year. Table 2 shows the most popular 
outdoor activities for 2010. Table 3 provides the information for the popular outdoor 
activities from 2011. The 2012 popular outdoor activities are placed in Table 4. The 2013 
popular outdoor activities are shown in Table 5. And Table 6 demonstrates the popular 
outdoor activities for 2014. Theses tables demonstrate how the trends in outdoor 
activities have changed in the past five years. Perhaps unsurprisingly, running, jogging 
and trail running have been the top favorite outdoor recreation activity and bicycling has 
been the second favorite recreation activity for the past five years. The number of people 
participating in these activities demonstrates there are many Americans who enjoy being 
Recreation Categories  Recreation Amenity or Program Element 
Passive Open green spaces 
Picnic areas 
Wildlife viewing 
Community Garden 
Active Sport fields  
Activity courts  
Horse arena  
Multi-use Trail System 
Note: Active recreation is defined as “activities engaged in a natural outdoor 
setting that were stimulating, involved moderate to high physical exertion and 
required mental concentration.” Passive recreation is defined as “activities 
engaged in a natural setting that involved a minimum of personal risk and were 
perceived as stress reducing and relaxing” (Tarrant & Manfredo, 1994, p. 362). 
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outside and participating in recreation activities. Interestingly, activity numbers three, 
four and five, on the charts have varied from year to year; illustrating there are varying 
trends in the type of recreation and activities people enjoy participating in. 
Considering which recreation activities have perennial appeal is particularly 
helpful in informing what areas of parks, paths and open spaces need to be designed and 
continually updated to provide the citizens with the best experience. Understanding what 
recreation activities appeal to different populations and demographics within a 
community, provides the opportunity for better community recreation planning and 
maintenance. There are several community typologies designed and designated for 
specific populations or demographics. For example, retirement communities focus on 
residents fifty-five and over. 
   
Table 2 
Popular Adult and Youth Outdoor Activities in 2010 
Favorite Adult Outdoor Activities 
By Frequency of Participation, Age 25+ 
Favorite Youth Outdoor Activities 
By Frequency of Participation, Age 6 to 24 
1. Running, Jogging and Trail Running 
86.1 average outings per runner, 2.6 billion total 
outings 
1. Running, Jogging and Trail Running 
89.4 average outings per runner, 1.8 billion total 
outings 
2. Bicycling (Road, Mountain and BMX)  
50.5 Average outings per cyclist, 1.2 billion total 
outings 
2. Bicycling (Road, Mountain and BMX) 
67.7 average outings per cyclist, 1.2 billion total 
outings 
3. Birdwatching 
42.0 average outings per birdwatcher, 464 million 
total outings 
3. Skateboarding 
61.3 average outings per skateboarder, 329 million 
total outings 
4. Wildlife Viewing 
27.2 average outings per wildlife viewer, 453 
million outings 
4. Birdwatching 
32.4 average outings per birdwatcher, 74 million 
total outings 
5. Fishing (Fresh, Salt, and Fly) 
22.4 average outings per angler, 692 million total 
outings 
5. Surfing 
21.9 average outings per surfer, 25 million total 
outings 
Note: Most Popular Adult and Youth Outdoor Activities in 2010. (Outdoor Foundation, 2011, p. 2, 4). 
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Table 3 
Popular Adult and Youth Outdoor Activities in 2011 
Favorite Adult Outdoor Activities 
By Frequency of Participation, Age 25+ 
Favorite Youth Outdoor Activities 
By Frequency of Participation, Age 6 to 24 
1. Running, Jogging and Trail Running 
93.5 average outings per runner, 2.9 billion total 
outings 
1. Running, Jogging and Trail Running 
86.8 average outings per runner, 1.8 billion total 
outings 
2. Bicycling (Road, Mountain and BMX)  
52.2 Average outings per cyclist, 1.3 billion total 
outings 
2. Bicycling (Road, Mountain and BMX) 
61.6 average outings per cyclist, 1.1 billion total 
outings 
3. Triathlon (Traditional/Road and Non-
Traditional/Off Road) 
48.3 average outings per triathlon participant, 60.5 
million total outings 
3. Skateboarding 
56.1 average outings per skateboarder, 263.4 
million total outings 
4. Birdwatching 
39.1 average outings per birdwatcher, 405.2 
million total outings 
4. Triathlon (Traditional/Road and Non-
Traditional/Off Road) 
50.2 average outings per triathlon participant, 23.5 
million total outings 
5. Skateboarding 
32.9 average outings per skateboarder, 37.3 
million total outings 
5. Birdwatching 
22.2 average outings per birdwatcher, 54.2 million 
total outings 
Note: Most Popular Adult and Youth Outdoor Activities in 2011 (Outdoor Foundation, 2012, p. 2,4).  
Table 4 
Popular Adult and Youth Outdoor Activities in 2012 
Favorite Adult Outdoor Activities 
By Frequency of Participation, Age 25+ 
Favorite Youth Outdoor Activities 
By Frequency of Participation, Age 6 to 24 
1. Running, Jogging and Trail Running 
79.5 average outings per runner, 2.6 billion total 
outings 
1. Running, Jogging and Trail Running 
87.2 average outings per runner, 1.8 billion total 
outings 
2. Bicycling (Road, Mountain and BMX)  
54.3 Average outings per cyclist, 1.5 billion total 
outings 
2. Bicycling (Road, Mountain and BMX) 
67.2 average outings per cyclist, 1.2 billion total 
outings 
3. Birdwatching 
39.1 average outings per birdwatcher, 409.7 
million total outings  
3. Skateboarding 
52.8 average outings per skateboarder, 245.7 
million total outings 
4. Wildlife Viewing 
28.0 average outings per viewer, 450.1 million 
total outings 
4. Surfing 
23.4 average outings per surfer, 25.8 million total 
outings 
5. Hunting 
23.3 average outings per hunter, 245.6 million 
total outings 
5. Birdwatching 
22.9 average outings per birdwatcher, 61.9 million 
total outings 
Note: Most Popular Adult and Youth Outdoor Activities in 2012 (Outdoor Foundation, 2013, p. 2,4). 
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Table 5 
Popular Adult and Youth Outdoor Activities 2013 
Favorite Adult Outdoor Activities 
By Frequency of Participation, Age 25+ 
Favorite Youth Outdoor Activities 
By Frequency of Participation, Age 6 to 24 
1. Running, Jogging and Trail Running 
81.4 average outings per runner, 2.8 billion total 
outings 
1. Running, Jogging and Trail Running 
81.6 average outings per runner, 1.9 billion 
total outings 
2. Bicycling (Road, Mountain and BMX)  
51.7 Average outings per cyclist, 1.4 billion total 
outings 
2. Bicycling (Road, Mountain and BMX) 
67.5 average outings per cyclist, 1.3 billion 
total outings 
3. Birdwatching 
37.7 average outings per birdwatcher, 422.3 
million total outings  
3. Skateboarding 
60.7 average outings per skateboarder, 285.9 
million total outings 
4. Wildlife Viewing 
25.2 average outings per viewer, 431.4 million 
total outings 
 
4. Birdwatching 
28.2 average outings per birdwatcher, 83.0 
million total outings  
 
5. Hunting 
24.2 average outings per hunter, 230.3 million 
total outings 
5. Wildlife Viewing 
21.7 average outings per wildlife viewer, 107.7 
million total outings 
Note: Most Popular Adult and Youth Outdoor Activities in 2013 (Outdoor Foundation, 2014, p. 2,4). 
Table 6 
Popular Adult and Youth Outdoor Activities 2014 
Favorite Adult Outdoor Activities 
By Frequency of Participation, Age 25+ 
Favorite Youth Outdoor Activities 
By Frequency of Participation, Age 6 to 24 
1. Running, Jogging and Trail Running 
87.2 average outings per runner, 2.7 billion total 
outings 
1. Running, Jogging and Trail Running 
84.0 average outings per runner, 1.9 billion total 
outings 
2. Bicycling (Road, Mountain and BMX)  
58.4 Average outings per cyclist, 1.5 billion total 
outings 
2. Bicycling (Road, Mountain and BMX) 
67.6 average outings per cyclist, 1.2 billion total 
outings 
3. Birdwatching 
40.7 average outings per birdwatcher, 467.9 
million total outings  
3. Skateboarding 
58.8 average outings per skateboarder, 291.8 
million total outings 
4. Backpacking 
33.4 average outings per backpacker, 184.3 
million total outings 
4. Birdwatching 
25.4 average outings per birdwatcher, 69.7 
million total outings  
5. Wildlife Viewing 
29.9 average outings per viewer, 540.9 million 
total outings 
5. Surfing 
25.3 average outings per surfer, 30.4 million total 
outings 
Note: Most Popular Adult and Youth Outdoor Activities in 2014 (Outdoor Foundation, 2015, p. 2,4). 
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There is a strong emphasis on recreation programmed activities for residents to use all 
day in this type of communities and these communities include many passive recreation 
spaces for residents to use as they relax during their retirement (Ruby, 2010). As 
informative as data regarding recreational preferences is, it may be even more important 
for a community to consider the types of benefits received from different recreational 
activities (Hurd & Anderson, 2010). Whether a community has a specific typology or 
emphasis, including recreation in a community provides benefits to the residents. 
 
Benefits of Recreation 
 Recreation is known to provide people with enjoyment and a break from work as 
well as personal, social and health related benefits. There are also benefits to the 
economy, the community and to society, for including recreation in a community. The 
most commonly cited benefits of participating in recreation are health, economic, 
environmental, personal and social benefits (Beeco, Hallo, Baldwin, & McQuire, 2011; 
Charleston Park Conservancy, 2014; Manning, 2012; National Recreation and Park 
Association, n.d.; Nyaupane, 2011). Robert E. Manning (2011) breaks down the different 
benefits of recreation into specifics. 
“Personal benefits might include advances in physical and mental health 
and personal growth and development. Social benefits might include 
strengthening of family relationships, enhanced community pride, and 
reduction of social deviance and dysfunction. Economic benefits might 
include increased productivity, reduced health costs, and local economic 
growth. Environmental benefits might include reduced pollution levels, 
protection of endangered species, and critical wildlife habitat” (2012, p. 
161). 
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With the many benefits of recreation, it is no wonder recreation has become an everyday 
occurrence for people and an important part of communities. For this thesis, a closer 
study of how recreation benefits improve life for residents, improve the health of the 
community, and add value to a community will be discussed.  
Quality of life. One of the proven benefits of recreation is an increase in the 
quality of life and health of those who participate in recreation. “Parks are a tangible 
reflection of the quality of life in a community. Recreation amenities provide identity for 
citizens and are a major factor in the perception of quality of life in a given community. 
Parks and recreation services are often cited as one of the most important factors in 
surveys of how livable communities are” (National Recreation and Park Association, 
2010, p. 2). “No matter how quality of life is defined, public parks are a component of it” 
(Harnik & Crompton, 2014, p. 190). Recreation is continuing to be an important part of 
communities because of the many benefits it provides, quality of life and health, to 
individuals in the community. Gyan Nyaupane (2011), when discussing benefits of open 
space said “parks and open space also enhance the quality of life of residents and visitors. 
Parks and open space make neighborhoods more livable; offer recreation opportunities 
for at-risk youth, low-income children, and families; and create a sense of community” 
(2011, p. 23). Nyaupane points out, besides quality of life, recreation spaces bring a 
community together and provides opportunities for everyone in the community. These 
opportunities help to create the desired sense of community and quality of life that makes 
a community more livable.  
Adding to the quality of life of residents in the community, recreation also 
provides many personal benefits. Benefits of recreation are available for all aspects of life 
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and not only physical or mental. Recreation can stretch the brain, muscles and skill 
level, to allow for improvement in the total quality of life for recreation participants. In 
The Health and Social Benefits of Recreation (2005), they created a list of benefits that 
come from an increase in the quality of life from recreation activities. The benefits listed 
are a short example of the possible benefits of recreation and a more in depth discussion 
follows. The benefits included:  
 “enhanced self-esteem through improved feelings of self-worth, reliance, and 
confidence,  
 personal growth, 
 enhanced expression of and reflection on personal spiritual ideals, and 
 feelings of satisfaction from one’s personal, neighborhood and community life” 
(State of California Resources Agency, 2005, p. 21). 
 
 Recreation provides these benefits for people of all ages, but especially for 
children and youth. According to McLean & Neal (n.d.), as children participate in 
recreation they are able to experiment, which allows them to improve their self-esteem, 
self-concept and confidence. Recreation also reduced delinquency as children improved 
their self-esteem (McLean & Neal, n.d.). Along with that study, it has been reported 
recreation participation is fundamental for child development. Participation in recreation 
improves education and discourages negative behavior (McLean & Neal, n.d.; State of 
California Resources Agency, 2005). Play is when children learn about life and how to 
solve problems. It is important for children to have the time to play and recreate because 
they are able to develop the necessary skills for a successful life. When children do not 
play they do not learn how to solve their own problems, or how to interact with other 
children which leads to less self-esteem and confidence. “Recreation also provides 
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children the chance to learn, consolidate, and practice the skills necessary for further 
growth and learning” (State of California Resources Agency, 2005, p. 31). Recreation is 
an important part of successful childhood development. 
Recreation is also significant for youth development. According to the Health and 
Social Benefits of Recreation (2005), as youth participate in recreation they learn 
strategies for resolving conflicts, how to plan, develop moral code of behavior and how to 
act fairly. In addition, youth learn decision making skills, how to cooperate, build 
positive relationships and find empowerment. Most importantly youth cognitive and 
motor skills are enhanced as they play and recreate (State of California Resources 
Agency, 2005). Using recreation as a tool in development for children and youth 
enhances their quality of life because they develop and learn the skills and behaviors 
needed to be successful in life. 
An additional key benefit of improved quality of life from recreation is 
satisfaction and happiness in life. Several research studies have indicated those who 
participate in recreation have an increase of their personal satisfaction and happiness. In 
one study, half of the participants, recreating several times a week, were “completely 
satisfied with the quality of their lives”. While only a quarter of those who did not 
participate in recreation where satisfied with their lives (Starch, 1999, p. 22). Recreation 
provides the necessary break from the routine of everyday requirements and work. 
Taking time away from work and everyday activities allows the body to relieve stress and 
focus on other aspects of life. This break is what increases the satisfaction in participant’s 
lives. “Recreation activity is important to personal life satisfaction and those who 
participate in recreation are notably happier. Those who recreate more often are likely to 
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be completely satisfied with their choice of careers, friends, and their perceived 
success in life. The evidence strongly suggests that participation in outdoor recreation, 
particularly as a child, leads people to have more satisfying and fulfilling lives” (Starch, 
1999, p. 22). Recreation can only truly satisfy life after the basic needs of food, shelter 
and work have been met.  
The reason recreation improves the quality of life for those who participate is 
because it allows them to explore themselves, their inner spirit and their sense of self. As 
participants discover themselves their behaviors change and they create an identity for 
themselves (State of California Resources Agency, 2005). As quality of life improves 
participants are more satisfied with their lives and sense of self they have discovered. 
This sense of satisfaction leads to the next benefit recreation can provide: health. 
Health. Health is a regularly studied benefit of recreation. Recreation has been 
proven to improve numerous aspects of health and there are various reasons for 
recreation participation to provide health benefits. For example, when functional 
recreation spaces are included in a community it invites residents to participate in 
physical activities. “A study from the CDC reported that the creating or enhancing access 
to places for physical activity led to a 25.6 percent increase in the percentage of people 
exercising on three or more days per week” (Charleston Park Conservancy, 2014, sec. 1). 
Increased participation in physical activities has helped to lower obesity, strengthen 
immune systems, lower the risk of disease and increase life expectancy in participants 
(State of California Resources Agency, 2005). Recreation spaces provide opportunity for 
people to be active. Providing these spaces in a community invites the whole population 
to be more active, healthy and involved in recreational activities. 
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One of the health related benefits from recreation participation is reduced stress 
(Dolesh, Vinluan, & Phillips, n.d.; McLean & Neal, n.d.; State of California Resources 
Agency, 2005). "Reductions in stress associated with recreation activities were found in 
well over 100 studies of recreation experiences in wilderness and urban nature area” 
(Trust for Public Land United States of America, 1994, p. 17). It was reported that 
recreation participation in leisure activities at parks reduces stress, improves moods, and 
an improved sense of wellness. “In an increasingly complex world, more and more 
people are placing a high value on achieving the feelings of relaxation and peacefulness 
that contact with nature, recreation and exposure to natural open spaces convey. People 
go to the park to improve their mood, to reinvigorate themselves and to decrease the 
anxieties of daily life” (Dolesh et al., n.d.). Recreation and the outdoor nature spaces are 
reducing stress and improving the health and life of those enjoying the spaces; providing 
a compelling reason as to why they need to be included in communities. “Parks and 
natural environments also have great spiritual meaning and represent a strong sense of 
place for many of us. They elicit fond memories of family outings, fun times, bonding 
with children and freedom, representing the less stressful side of our lives” (State of 
California Resources Agency, 2005, p. 21). Spending time in these types of settings 
rejuvenates the body and the soul, refreshing the participant and allowing them to 
continue with the necessary work of life.  
Besides reducing stress, recreation reduces anxiety and depression while 
improving mood, a feeling of well-being and reduces psychological tensions (State of 
California Resources Agency, 2005). In the study Parks, Recreation, and Public Health, 
(2003), 186 nature recreationist were interviewed to understand the benefits of parks and 
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recreation with regards to overall health of the recreationist. The results of the 
interview found the recreationists were calmer and less anxious when they were at a park, 
compared to when they were at home. The researchers also found the longer a participant 
stayed in a park the less stressed a participant would become (Ho, Payne, Orsega-Smith, 
& Godbey, 2003). Taking time for introspection, creative engagement and express 
spiritual renewal, by participating in outdoor recreation, will improve mental 
engagement, self-awareness and understanding of their values in recreation participants. 
These benefits help individual participants; the benefits also enhance society and create 
better communities (Driver & Brown, 1992). For these reasons, many people enjoy to 
have open spaces included in their communities. These recreation opportunities provide 
them with opportunities to rejuvenate themselves and relieve the stress in their lives. 
Sense of community. Together with quality of life and health benefits, outdoor 
recreation provides a sense of place and community for a town. Nyaupane found 
neighborhoods were more livable when they included parks and open spaces (2011). 
Communities were considered more livable because they create a sense of place or a 
sense of community. Sense of community “is the emotional and symbolic meanings of 
the recreation areas and the opportunities” (Manning, 2010, p. 15). The included parks 
and open space are providing meaning and opportunities for the residents. 
“From playgrounds to sports fields to park benches, to interpretation programs to 
flower gardens, parks offer opportunities for people of all ages to communicate, compete, 
interact, learn, and grow” (Harnik & Crompton, 2014, p. 195). Several studies have found 
communities with recreation opportunities and parks to be healthier, stronger and more 
livable (Dolesh et al., n.d.; Nyaupane, 2011; State of California Resources Agency, 
18 
2005). One study reported parks create sense of place by providing opportunities for at-
risk youth, low-income children and families; creating a stronger and healthier 
community. Another study reported participants perceived recreation to be a positive 
force in social problems, like juvenile crime, illegal drugs use and underage drinking 
(Nyaupane, 2011; Starch, 1999). These recreation opportunities and programs add to a 
sense of community; providing greater satisfaction and the improvement of a person and 
a community (Guthrie & Jensen, 2005). 
These studies agree with what Guthrie and Jensen (2005) said in their book 
Outdoor Recreation in America; recreation is important for society and not just for 
individuals (2005). Society benefits from recreation by creating social interactions and 
removing barriers. “Recreation opportunities provide a means for social interaction that 
can help to break down the barriers of unfamiliarity, fear and isolation” (State of 
California Resources Agency, 2005, p. 26). While participating in recreation, people are 
concerned with having fun and are not concerned with differences among participants. 
Recreation breaks down social barriers of unfamiliarity, fear and isolation by providing a 
means for social interaction. Removing these barriers allows participants to share culture 
and ethnic differences in a safe environment, which strengthens a community. The 
community is similarly strengthened because recreation draws people into the community 
and to meet one another; reducing alienation, loneliness and isolation. Recreation creates 
bonds with family and community members that will last a lifetime (Charleston Park 
Conservancy, 2014; Dolesh et al., n.d.; State of California Resources Agency, 2005).  
Sense of community is also the pride and devotion people have for their parks and 
recreation areas. People are willing to care for parks, protect them and pay for them. This 
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dedication to parks leads to involvement and stewardship over the land and other parts 
of the community (Dolesh et al., n.d.; State of California Resources Agency, 2005). 
Feeling responsibility for the community gives the residents a sense of importance, 
increasing the sense of community. This cycle encourages residents to continue to work 
together and care for their community. 
“Recreation brings neighbors together, encourages safer, cleaner neighborhoods 
and creates a livelier community atmosphere. Parks and recreational facilities also help 
improve a community’s image, socioeconomic status and enhances the area’s 
desirability” (State of California Resources Agency, 2005, p. 23). Recreation amenities 
provide opportunities for residents to exercise, to interact, to appreciate nature and to 
relieve stress. As communities are being built, in this rapidly increasing population, it 
will be important to include many recreation amenities providing the benefits and the 
sense of community, residents are seeking. With these known benefits and the 
enhancement of quality of life from parks and recreation opportunities, it is easy to see 
why recreation amenities are important to community residents. Parks and recreation 
opportunities are equally important to cities and communities because of their economic 
values. 
Economic value. The purpose of this thesis is not to measure economic or real 
estate value of recreationally branded MPCs but it is important to understand recreation 
amenities do add economic value to a community. The economic value of recreation and 
parks is being reviewed in this study to provide understanding and knowledge of previous 
studies demonstrating the economic value of recreation and parks in communities.  
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There is a notion of parks as a large investment with no economic return for the 
community but studies have found parks do provide an economic return for a community. 
Texas A&M University professor John L. Crompton completed multiple research studies 
on the impact of parks on property value. One study Crompton completed indicated 
people are willing to pay extra for a home located near a park, than for a comparable 
home farther from the same park. Most of the proximate value occurs within 500 feet of a 
park, showing people perceived a value of living near a park. The perceived value is 
recognized in higher property values which bring additional income into a community 
(Crompton, 2001). Other reports agree with Crompton’s findings; properties near parks, 
whether state, regional or community, have improved property values and local tax bases 
(Dolesh et al., n.d.; National Recreation and Park Association, 2010).  
In another study by Crompton, twenty five communities located on recreation or 
open space sites were studied to understand their economic value for the community. To 
recognize the economic value of a park or open space on a community the proximate 
principle was used. The proximate principle is used to evaluate the positive and negative 
impacts of parks and open space on property near the park and up to two or three blocks 
away. Positive and negative impacts on the property are grounded on property values. 
Property values on equivalent homes located near the park and homes not located near a 
park were compared. If the property value is higher for the homes near the park there is a 
supposed positive impact from the park or open space. If property values are lower for 
the homes near the park there is a supposed negative impact on the properties. Generally, 
the study found there is a twenty percent positive impact on property values near passive 
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parks and ten percent positive impact on properties up to three blocks away. Properties 
near passive parks generally have higher property value because of the quieter and less 
intrusive nature of passive parks. Property values near active parks increase but not as 
much as properties near passive parks because of the possible frequent use of athletic 
fields or swimming pools and the noise coming from these activities. The amount of 
increase of property value near a park depends on the location of the community and 
park, maintenance of the facilities and the characteristics of the neighborhood. However, 
there is an agreement that parks and open space have a substantial impact of up to 500 
feet in a community from the park. If the park is a community sized park the impact 
could be out to 2000 feet (Crompton, 2001; Kozloff, 2012). 
It is important to note, recreation and open spaces will not always create positive 
real estate value (Kozloff, 2012). When parks are not maintained or used frequently they 
can wear down and become an attractive nuisance. In some instance illegal activities take 
place in parks or homeless gather because the parks are not frequented and not 
maintained. Parks in these types of instances will not increase a property value and may 
decrease the value of the property. However, there are more studies reporting positive 
impacts on economic value because of parks and open space than of studies reporting 
negative impacts of parks.  
The Center for City Park Excellence (CCPE), an organization researching to 
measure the economic value of urban public parks, created a template to look at seven 
dimensions of economic value impact of parks, see Figure 1. The seven dimensions are: 
“economic impact from visitors, willingness to pay for direct use, property value 
premium, reduced stormwater costs, air pollution mitigation, community cohesion value 
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and health value” (Harnik & Crompton, 2014, p. 189). These seven dimensions impact a 
community’s economy park system in four ways. The four ways are: “by bringing in 
revenue to the government, bringing in revenue to certain individuals, providing savings 
to the government, and providing savings to certain individuals” (2014, p. 190). The 
figure above illustrates how these four categories and the seven dimensions of public 
parks interact to provide economic value to a community. 
Parks bring economic benefits to a community by bringing revenue into the 
community and by saving the community money by reducing stormwater costs and air 
pollution. There have been a limited number of studies to place a monetary value on the 
economic value of the parks and open space areas in a community. Barbara Tulipane, 
President and CEO of the NRPA (National Recreation and Parks Association), reviewed 
a study the NRPA recently shared with the United States House of Representatives and 
United States Senate legislative staff. The study revealed (2016), “local and regional park 
and recreation systems are responsible for $140 billion economic activity and support one 
Figure 1. Beneficiaries of the Seven Elements in the CCPE Template. From 
Harnik, P., & Crompton, J. L. (2014), p. 190. Measuring the total economic 
value of a park system to a community. Managing Leisure, 19(3), 188–211. 
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million jobs in local economies” (Tulipane, 2016, para. 1). Another example was with 
the Centennial Olympic Park in 1996. This park was built for the Summer Olympic 
Games in Atlanta. Before the park was built the property value in the area was $2 per 
square foot. After the park was built there was an increase in the property value to $150 
per square foot by the end the century (Charleston Park Conservancy, 2014).  
These two examples show there is substantial monetary economic value from 
including parks and open spaces for recreation in a community. While difficult to 
quantify their economic value, parks have a positive value on communities. “Parks have a 
value to communities that transcend the amount of dollars invested or the revenues 
gained from fees. Parks provide a sense of public pride and cohesion to every 
community” (National Recreation and Park Association, 2010, p. 3). According to the 
Charleston Park Conservancy (2014), many people view park amenities as an added 
bonus. “But, in truth, parks are necessities, contributing mightily, to our quality of life, 
economic development and the physical and health of our citizens” (Charleston Park 
Conservancy, 2014, para. 1).  
The real estate market further proves parks and open spaces increase property 
value. Repeatedly, people are willing to pay more for property near parks and open 
spaces than for properties farther from amenities (National Recreation and Park 
Association, 2010). People are willing to pay more because of the benefits parks and 
open spaces provide; making these spaces more desirable to homeowners and businesses 
(Dolesh et al., n.d.). Open spaces also improve the environment by reducing negative 
impacts to natural resources and the climate which arise from built environments 
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(Kozloff, 2012). Taking care of the environment by reducing pollution and stormwater 
runoff provides economic value for communities and increase nearby property values. 
Recreation, in the form of open spaces, trails, parks and other fields provide many 
benefits to an individual and community. By providing a sense of community, health 
benefits and economic value to a community, it demonstrates recreation opportunities are 
an important part of life, part of a community and will continue to be popular for years to 
come. The sense of community created is different in every community based on the 
recreation areas and opportunities available. These differences create a unique brand 
identity for a community to be recognized by and for residents to enjoy. 
 
 
Branding 
 
“Branding means a lot of things to a lot of people” (Krueger, 2012, p. 2). 
Throughout the years branding has been studied and defined by various researchers and 
marketers. Each has defined branding differently but common themes in definitions have 
occurred. Different branding definitions will be reviewed to identify these common 
themes and an operational definition for this study will be established to assist with the 
further discussion on branding and its role in MPCs. 
 
Definition 
 “Though the words are often used interchangeably, branding and advertising are 
not the same process... Think of the brand as the core meaning of the modern corporation, 
and of the advertisement as one vehicle used to convey that meaning to the world” 
(Klein, 2000, p. 5). Naomi Klein (2010), author of No Logo, goes on to discuss brand as 
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crucial to a corporation because although they are creating products they are actually 
selling a brand. Brand is becoming culture. By culture Klein means, how things are seen, 
how people think of themselves and think about the world around them (2000). With 
brands as culture, brands are emerging everywhere and it is hard to escape from branded 
areas. Mark Dober (2006), in The Branded Landscape, agreed with Klein, that brand is 
not a product but the meaning behind the product. Dober and Klein both discussed brands 
as being an experience or ideas or attitudes or values a consumer agrees with leading 
them to buy the product (Dober, 2006; Klein, 2000). 
James Twitchell, (2004), provides an important insight into the world of branding. 
Twitchell defined branding as “the application of a story to a product or service” (2004, 
p. 484). To explain what Twitchell meant by storytelling he said “… stories often carry 
emotions as meaning. In a sense, we learn how to think and feel by hearing stories” 
(2004, p. 484). A product with a story attached is a simple example of what a brand is. 
“That is why stories-brands can get in between us and the objects. We desperately want 
meaning, things cannot supply it, and so we install it. That is why branding… works” 
(2004, p. 487). Consumers want to participate in the story and believe a product will help 
them achieve what the story is promising. “When a respondent sees a brand name, it 
establishes a context, and thus creates a set of expectations that vary by brand” 
(Moskowitz, Gofman, Beckley, & Ewald, 2005, p. 16). A good brand allows a consumer 
to know what they are receiving every time they purchase the product. Creating this 
expectation adds value and success to a brand because consumers learn they can trust the 
brand and the product. 
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The Urban Land Institute interviewed Stephanie Darden, founder of the branding 
and marketing firm FDG {creative}. Darden acknowledged branding can mean many 
things to many people. She defined branding as “personality and promise” (Krueger, 
2012, p. 2). This definition correlates with the previous definitions of a brand; that brand 
creates a set of expectations. Expectations are a promise unique to each individual 
product, easily explained with a story. “Branding helps the general public get to know the 
personality and promise of their new burgeoning neighbor, and the side effects include 
public support” (2012, p. 2). When a consumer knows a brand they are more likely to 
purchase and participate in the brand attitudes, values and ideas.  
John Gerzema, a chief insights officer at a marketing and communications 
company also defines brand as a promise, a promise to customers (Gerzema, 2009, p. 8). 
Gerzema further expanded his definition into three integral parts. 
“Vision: the brand’s purpose and aspirations, often originating from its leadership, 
convictions and reputation of the company behind the brand. 
Invention: the most tangible dimension, demonstrating the brand’s vision through 
product/service innovation, design, content and other tactile brand experiences. 
Dynamism: how the brand expresses its vision in a dynamic way in the 
marketplace to create persona, emotion, advocacy and evangelism through its 
marketing and other forms of conversations with consumers” (2009, p. 10). 
 
These three parts demonstrate how involved a brand may become for a product. First, the 
companies brand and reputation are infused into the products brand mixing with the 
purpose of the product to create the vision. Then the brand experience being shared with 
consumers is created. Lastly, the brand identity is dynamically shared with consumers to 
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make the product a success. To create a successful brand, a company must take many 
steps and actions to create the brand. 
 Gerzema’s three steps are very similar to Giep Franzen and Margot Bouwman’s 
four elements to creating a brand identified in their book, The Mental World of Brands. 
Their four elements are: 
 “A brand exists only in the memory of people. 
 A brand (labels, names, logos, colors) is a sign of recognition. 
 A brand evokes associations in people. 
 A brand is linked to commercially saleable goods or services” (Hollis, 2005, 
p. 25). 
 
A brand as memory only is a very significant element of a brand. Brands are not 
tangible (Franzen & Bouwman, 2001). Brands are memories, promises and expectations 
experienced but not touched. There are objects or logos or names representing a brand 
and are important for the success of the brand but not the identity of the brand. The 
association a brand evokes in people creates a connection and bound between consumers 
of the brand product. This associations can be very strong.  
The fourth element of a brand, being linked to a saleable good or service, is not 
agreed upon by everyone. Groups or individuals have been branded and places have been 
branded but they are not things which can be sold. For example, Utah has branded itself 
as ‘Life Elevate’ (Utah Office of Tourism, n.d.). Utah uses this slogan to attract attention 
to the many recreation opportunities found in Utah, whether it is the red rock of Southern 
Utah or the fresh powder in the mountains. Utah cannot be purchased, but participating in 
the recreation opportunities of Utah can be purchased. However, a majority of brands are 
28 
connected to saleable items like food, clothing, vehicles, technology and homes in 
communities (Franzen & Bouwman, 2001). 
 Nigel Hollis (2005), in Branding Unmasked, expanded on Franzen and 
Bouwman’s definition of branding by saying:  
“A brand creates demand for those goods or services. For the consumer, a 
brand is a means to an end (just as it is for the brand owner), a justification 
for purchase choice, and a way to decide between alternatives – along with 
more tangible factors such as availability, product specifications, design, 
and price” (Hollis, 2005, p. 24).  
 
Whether a brand is a story or a memory or an expectation, it is a contributing factor to 
why a consumer would buy the product or service. Many services and products are equal 
in quality and branding is what sets the items apart and justifies the purchase of one 
product over another equivalent product.  
 With varied definitions and opinions of branding it is important to determine an 
operational definition of brand. The operational definition of branding for this study is 
based on the previously discussed definitions. For this paper branding will be defined as: 
a value, a promise and story associated with a product or service. This definition is 
appropriate for studying recreation and MPCs because of the benefits of recreation 
helping to create value in a community and of the promise that comes from the idea of 
MPCs. Together the value of recreation and the promise of MPCs create a story of the 
brand identity in MPCs which people want to be a part of.  
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Why Brand is Important 
With an understanding of branding it is key to understand why branding is 
important. In Brand Name Anatomy, the researchers discussed how in business a key 
issue continues to be branding to create interest in a product (Moskowitz et al., 2005). 
“The consumer seldom stops to mindfully compare advertisements or products, except in 
the most rational of cases, such as buying a car, a house, or health related products. It is 
more likely that the consumer unconsciously integrates the information and comes up 
with a decision that, although based on underlying utilities, seems immediate” (2005, p. 
16). Consumers are frequently busy and rush to make small purchase and therefore 
having a strong brand influences the consumers’ decision. Understanding the brand, 
value, promise and story of a product allows a consumer to make the quick decision. 
Without a brand to rely on a consumer will likely skip over one product and move on to 
one they know. Twitchell agreed with this idea when he said, “What marks the modern 
world is that certain brand fictions have been able to generate a deep and almost 
instantaneous bond between consumers” (2004, p. 488). The bond between a consumer 
and a product is what makes a purchase decision easy and quick.  
Another key point to why branding is important is because a brand is based on a 
memory (Franzen & Bouwman, 2001). “Consumers’ preferences are based not solely on 
what they know about a brand but also on how easily the brand comes to mind” (Wittink, 
2004, p. 42). How easily a brand can be remember influences the strength of the brand. A 
strong brand will easily come to mind when consumer experiences a product or when 
choosing between multiple products. Wittink went on to say: “A brand that is easily 
recognized from its physical characteristics is said to be ‘perceptually fluent’ while a 
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brand that comes to mind readily is ‘conceptually fluent’. Past research has shown that 
prior exposures enhance perceptual fluency, which leads to more favorable brand 
attitudes” (2004, p. 42). The more a customer has been exposed to a brand the more they 
understand what the brand is. Understanding the brand and more exposure to a brand 
increases the favorability of a brand in the eyes of a consumer. A brand is experienced 
many times in a purchase process; from the beginning of creating a demand, to the 
purchase and use of the product, and the strength of the brand varies across the total 
brand experience. For a brand to be worth the investment it needs to be strong enough to 
have influence on a consumer’s purchase decision. If the brand does not influence a 
purchase decision a business will not receive a return on their investment of developing a 
brand (Hollis, 2005). Brands are successful when they create action, without action a 
brand is only a memory. 
Continually, business are trying to capture part of the product market to compete 
with comparable products. The performance of brand differentiation is key to how well a 
business is doing. Brand differentiation is important to gaining consumer respect, loyalty 
and business sustainability. Branding continues to explain an increasing share of business 
value for a company (Gerzema, 2009). Gerzema said: “The CEO manages brand value as 
integral to business value” (2009, p. 11). Successful brands bring in new consumers and 
retain longtime consumer value and loyalty. Brands are sharing complex information 
with consumers and when this is done successfully it will capture consumers attention 
and increases their ability to remember the brand; increasing the chance of purchase 
(Krueger, 2012). With brands telling their story everywhere, it is important for the brand 
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to attract and be able to retain consumers attention and allow the consumer to be 
swayed by another brand (Twitchell, 2004, p. 485). Brands are important to the success 
of a product and of a company. Every product has a unique brand and will use different 
resource to create a successful brand. 
How to Brand 
“Branding works differently for every brand. It is specific to the buyer’s mindset, 
the nature of the category, and the brand’s specific attributes” (Hollis, 2005, p. 29). Each 
product is different and will therefore have a different brand. In addition, each product is 
trying to create a niche in the market to increase its’ value and attractiveness to 
consumers, creating a necessity for each product to have a unique brand. A successful 
brand is a brand consumers see as an additional value in the product compared to similar 
product that justifies a price difference. For instance Hollis said: “To be bought, a brand 
must be recognized, be considered fitting to current needs, and stimulate a strong enough 
desire to exclude consideration of competitors and justify any price differential” (2005, p. 
28).  
Recognition of a brand is key to a brands success. Since brands exist in our 
memories only, the way for a brand to be recognized is to have a product trigger a 
positive memory and emotion. This relates well to Twitchell’s definition of branding, that 
branding is a product with a story and stories have an emotional meaning (2004). Hollis 
said: “The dilemma for marketers is that because every facet of the brand exists only in a 
consumer’s mind, it is subject to a consumer’s emotional response, interpretation, and 
recall” (2005, p. 24). Combining what Twitchell and Hollis said explains that marketers 
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need to understand the story and memories a product is creating for a consumer. By 
understanding the memory marketers can continue to build on the memory, improving 
the strength and the loyalty of a brand (Hollis, 2005). To trigger the memories marketers 
use colors, logos and jingles to help a consumer remember the story, value and idea of the 
product. Without triggers companies have to rely on consumers to just remember the 
product and the brand. 
 An additional part of branding is creating a brand experience. A brand is not just a 
onetime exposure. For a strong brand it is important to consider the entire experience a 
consumer has interacting with the brand. A consumer interacts with a brand through 
experiences while shopping, buying, assembling and using the product (Greenfield, 
2003). A brand experience and identity is revealed through marketing and advertising. 
Traditionally marketing has been in mass media (newspaper, radio and magazines), 
repetition, word of mouth and was traditionally locally based advertising. But with the 
internet marketing has been changed. The internet provides low cost opportunities for 
many product markets and many geographic areas to compete with each other. A change 
in marketing changes how consumers view brands and therefore changes the branding of 
products (Gerzema, 2009). Krueger (2012) agreed, he said: “Marketing and advertising 
have effectively undergone a significant overhaul – an evolution from a push [messages, 
products, ideas] to a pull [you into a message, product, ideas] – that has reshaped what 
success and return on investment [ROI] look like” (Krueger, 2012, p. 2). Marketers are 
having to change their brands to be sold with push marketing. Having an adaptable brand 
increases the strength of the brand. 
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 New media and social media help marketers to reach audiences in ways that 
were not possible with past marketing techniques (Krueger, 2012). There are great 
opportunities to marketers to share their story with consumers and opportunities for 
consumers to be involved in the story and share with other consumers about their 
experience with the brand. “Today, we spend more in online advertising, social media, 
and alternative marketing initiatives and succeed in creating so much more than 
campaigns. We’re creating lasting, magnetic brands by engaging audiences and pulling 
them into the story of the client or development we are shaping. We are activating brands 
through social media” (Krueger, 2012, p. 2). Using social media is a great way for 
companies to connect with consumers to share their message, allowing the consumers to 
know and identify a brand and a product. Consumers are about a bottom line, how much 
will it cost and how much benefit does it provide. The social media is now the best way 
to share the bottom line story with consumers everywhere (Krueger, 2012). Whether it is 
Google+, Facebook, YouTube, Blogs or personnel website for the product, the message 
of the brand is easily pushed to or pulled by consumers. Information about the brand is 
easily attainable by consumers and consumers can share with each other their experiences 
with the product and the brand. “… Consumers are motivated ‘to acquire products, 
services, and experiences that provide satisfaction and give shape, substance, and 
character to their identities’ in bundles.” (Maasik, Solomon, & Solomon, 2012, p. 2). 
Having a strong presence with social media allows for better control over the product and 
the consumers experience and therefore the brand.  
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With the trend in marketing towards social media the way communities are 
identifying themselves has changed. Development companies have changed the way they 
share information with consumers. Before, developers and home builders had to use 
newspapers, magazine advertisements and brochures to share information and attract 
buyers. Now, developers and builders are using websites and billboards, directing 
consumers to websites and YouTube videos to share their product. Many MPCs also have 
their own Facebook pages or blogs for community member to interact with each other 
and to interact with developers.  
A critical part of advertising a new community is the creation of the community 
brand (Krueger, 2012). In society, we are familiar with the act of branding as it applies to 
a variety of different products, services and experiences, although we are perhaps less 
aware of its prevalence when it comes to places. Nonetheless, many locations are also 
branded with an identity. For example, states commonly employ branding strategies to 
attract tourists from other states and countries. Utah is branded as an outdoor recreation 
destination and is summed up in the branding phrase of “Life Elevated” (Utah Office of 
Tourism, n.d.). Utah has “five national parks, seven national monuments, five national 
forests, 43 state parks, and 22.8 million acres of public lands, representing almost 42 
percent of the state of Utah. These lands range from snowcapped mountains of remote 
mountain ranges to wild rivers and colorful redrock canyons, crisscrossing the southern 
half of the state” (n.d., Things to Do - Outdoor Recreation section, para. 1). With Utah’s 
identity focused on recreation and with many communities including recreation in their 
designs; Utah has developed an identity as an internationally renowned recreation 
 35 
destination. For these reasons many MPCs in Utah have a brand identity enhanced by 
recreation. Branding provides consumers with the necessary information to distinguish 
which products or services they want based on the benefits of satisfaction, substance or 
identity they are seeking for.  
 
Master Plan Communities 
 
“Although the term itself [master planned communities] is fairly new, the idea of 
a developer directed planned community goes way back to such places as Riverside, 
Illinois, which was laid out by Frederick Law Olmsted in the 1860s. Developer Emery E. 
Childs billed it as a “suburban village,” alluding to the wider range of services and 
amenities that Riverside (in common with modern MPCs) offered compared to ordinary 
residential subdivisions” (Krohe Jr., 2007, p. 8). The idea of having integrated uses in a 
development has been used for hundreds of years. It was in the last century, with the 
invention of the automobile, uses were separated. The automobile allowed areas to be 
separated into residential, shopping and office districts. In recent years the creation of 
mixed-use areas and MPCs has resurfaced because of convenience and a desire to travel 
less for services (Hazel, 2006). 
The later part of the last century, specifically around the 1960’s and 1970’s MPCs 
boomed. In this era MPCs were called complete communities. These complete 
communities were designed to provide “full complement of housing types, jobs, services 
and amenities, break down social and racial barriers, and provide a meaningful alternative 
to sprawl.” Private developers and the Department of Housing and Urban Development’s 
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New Towns Program funded these new communities (Rhees, 2011, p. 23). Many of these 
new communities were recreation focused and the beginning of golf communities; a trend 
that continues. The MPCs development idea has changed over the past decades but the 
importance of providing complete communities with all the amenities residents are 
seeking is still popular (Ruby, 2010). 
Ever since the postsuburban United States, MPCs have been the preferred 
community pattern. This pattern of community is very popular in the West, Southwest 
and Southeast which has grown quickly (Krohe Jr., 2007). Especially in the West, with an 
improved economy, MPCs sales have increased. The West has proved to be a good place 
to build MPCs because of the supply of the land and product segmentation (LaRue & 
Cantrell, 2014). In the west, Utah’s population is a rapidly increasing. According to the 
2010 Census report, Utah’s population has grown by 530,687 people in the past ten years 
(U.S. Department of Commerce Economic and Statistics Administration, 2012). Over 75 
percent of the State’s growth is accounted for along the Wasatch Front (Office of 
Legislative Research and General Counsel, 2014). Further, Utah’s population is expected 
to double by 2050, with the majority of the growth happening along the Wasatch Front 
(Envision Utah, n.d.). With the continual increase of growth throughout the state, a 
remarkable number of homes and communities will be built. “…There is a need for more 
diverse housing, vibrant, healthy, safe, sustainable communities. In order to achieve this, 
local centers ought to encompass jobs, shopping, services and entertainment in 
convenient and attractive locations” (Costley, 2006, p. 170). To handle the growth and 
entice residents, many of the new communities built will be MPCs. “In the USA growth 
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in many of the fastest developing areas is being driven by MPCs. According to the 
Economist, one in six Americans live in one of the 230,000 managed communities” (as 
sited in (Costley, 2006, p. 161).  
 
Definition 
MPCs are defined by developers and citizens in different way. The term MPCs is 
used inconsistently within the housing industry but is a preferred term for real estate 
agents (Krohe Jr., 2007). When defining MPCs it may refer to the size of the community, 
the types of homes, the amenities provided, the structure of the community, or a 
community brand. MPCs come in many shapes and many sizes; there is no one pattern to 
creating a MPCs (Forsyth & Crewe, 2007). “The term Master Planned Community 
(MPC) is used to describe a wide range of development types that share several common 
features” (Ruby, 2010, p. 49). 
Randy Jackson, who is the president of The Planning Center based in California 
and has designed almost 200 MPCs, said there are four cornerstones to a MPCs. The four 
cornerstones are health and wellness, education and lifelong learning, technology, and 
creating place (Krohe Jr., 2007). According to Jackson, MPCs need to include elements 
in these four cornerstone areas for the MPCs to be successful. Heidi Majerik, a member 
of ULI’s MPCs Council agreed with Jackson when she said: “[MPCs] provide a 
pedestrian-friendly environment and have services close to people’s homes, with 
walkable access to retail, civic uses like schools and churches and libraries, and 
recreation” (Nyren, 2014, p. 52). Providing these types of uses close to people and their 
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homes in a pedestrian-friendly way is key to the meeting the four cornerstones Jackson 
has identified.  
Jeffrey Spivak (2012), in one of UBI’s magazine articles, discussed large scale 
MPCs. “Master-planned communities are large-scale developments featuring a range of 
housing styles and prices, plus a mixture of nonresidential land uses such as retail 
shopping, schools and offices, providing full-service environments in which to live, work 
and play” (2011, p. 1). MPCs can be large enough to hold tens of thousands residents and 
be thousands of acres large. They are selling the idea of a small city with all the amenities 
a city would have. These amenities are controlled by the developer and include 
commercial development, offices, schools, parks and community events. Spivak goes 
onto to say MPCs are “… self-contained and well-maintained villages with a branded 
image, which helps hold value and attract buyers” (2012, p. 1).  
A broader definition of MPCs comes from Andy Carmody in a UBI’s discussion. 
Carmody said “MPCs today include thoughtfully integrated land planning that pieces 
together a variety of uses” (McLaughlin, 2015, p. 1). This land planning includes 
reoccurring trends of convenience, authenticity and connectivity. An example of uses 
included are open space, parks, connected paths and trails, retails shops and schools 
(2015). Providing these amenities is what turns a development into a MPC. In Costley’s 
2006 article, she quotes Freestone’s definition of branding. Freestone defines the MPCs 
as “forms of development usually organized around a complete and manicured living 
package of house, land, open space and community facilities” (Costley, 2006, p. 158). 
Having a complete package of housing, open space and community areas provides the 
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convenience, authenticity and connectivity which residents are seeking. These traits are 
contributing to the continued success of MPCs. Along with these traits successful MPCs 
have characteristics of smart growth and new urbanism. They include high density 
housing with mixed housing types, and efficient land use with pedestrian and open space 
systems being well defined, said Ann Forsyth (Rhees, 2011). “They provide a pedestrian-
friendly environment and have services close to people’s homes, with walkable access to 
retail, civic uses like schools and churches and libraries and recreation” (Nyren, 2014, p. 
53). Providing amenities and services close to people and their residences is continuing to 
attract potential buyers to MPCs. 
For this thesis the definition of MPCs will be a compilation of the definitions 
from experts that have been reviewed. MPCs are planned communities including 
different types of housing based on community design standards, open space and 
recreation opportunities and community facilities. These three aspects of a MPCs are 
important for this research because they help to demonstrate an emphasis of recreational 
branding in MPCs. 
 
Thriving Master Planned Communities 
“MPCs continue to thrive based on buyers’ belief that MPCs are the best places to 
invest and live, enabling MPCs to maintain their strong market share from 2013, despite 
increased competition from a larger number of builder subdivisions, many of which are 
trying to appeal to consumers priced out of the MPCs market” (LaRue & Kennelly, 2015, 
para. 3). Residents are helping MPCs to thrive because they believe MPCs are the best 
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place to live because of the lifestyle and product MPCs provide within their budget 
(Logan, 2012; McCormick, 2014). The way developers are continuing to invest in 
residents and future residents, is showing developers are committed to quality and 
creating MPCs people want to live in (Logan, 2012). Developers’ continual commitment 
to quality provides product and lifestyle many people are seeking for and allows MPCs to 
continue to thrive. 
“Interviews with developers of many of the 20 most successful MPCs across the 
country show that creative marketing, builder relationships, market segmentation 
strategies, amenities, product programming, and other factors have also played a role – 
and offer insights into the future of the master-planned community” (Logan, 2012, p. 72). 
MPCs are thriving and will continue to thrive because they are adapting to the needs and 
wants of the public. The amenities, programming and sense of place in each MPCs is 
providing a unique lifestyle and creating a place for everyone. As developers continue to 
listen to potential buyers about what amenities and product programing to include they 
will continually create a successful brand and MPCs will continue to be sought after. 
 
Key Elements Included in Master Planned Communities  
In 2014, ULI’s magazine published an article about the outlook of MPCs. The 
information in the article is a discussion with ULI’s Master-Planned Communities 
Council. Members of the council discussed what homebuyers want in MPCs and how 
developers are including services and using strategies to create a sense of community in 
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MPCs. A review of what the committee members said shows the trends and important 
aspects of MPCs (Nyren, 2014). 
The most important element to include in MPCs is connectivity; making the 
community pedestrian friendly. Many of the council members discussed the importance 
of a pedestrian friendly environment to create connectivity with trails, paths and 
sidewalks. Beth Callender, principal at Greenhaus, discussed how connectivity is crucial 
to a community. The community needs to connect to amenities within the community and 
with surrounding amenities near the MPCs (Nyren, 2014). Heidi Majerik, director of 
development for Forest City Stapleton, Inc, agreed with Callendar. Providing pedestrian-
friendly environment, creating walkable access to the services in the neighborhood, is 
vital to MPCs. The most important amenities for a MPCs are “schools, parks that 
everybody can use, and walking and biking trails and paths”, said Peter Dennehy, senior 
vice president for Meyers Research (2014, p. 53). Dremann argued specifically having 
multiuse trail systems and sidewalks are key to creating the desired walkability of a 
MPCs and are important to planning efforts. These trails are good resources for bring 
people together and giving them access to outdoor spaces. Trails and paths allow people 
to connect with each other and with different parts of the community (2014). 
Connectivity, with pedestrian access, is helping to create shared spaces. The 
shared spaces, (i.e. cafes, libraries, and public places), provide more opportunities for 
residents of the community to be together and to collaborate; creating a community 
feeling. There is a focus on developing amenities to bring people together, specifically 
people with similar interests. Callendar suggests dog parks and community gardens as 
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examples of spaces that can easily bring people together who have similar interests. 
Creating shared places and connecting people increases the sense of community and 
comradery, which is important for the success of the community (Nyren, 2014). 
The recreation amenities being built in MPCs is changing. Pools and clubhouses 
are not as popular as they once were, although still included in many MPCs. For example, 
there are more sand entry beaches and equipment rentals. Renting canoes, kayak, 
paddleboats or paddle boards has become popular. Developers are also creating outdoor 
living areas for barbecue with comfortable seating or including fire pits for gatherings. 
They are also including spaces for toddlers with splash pads (Nyren, 2014). Residents are 
looking for services and amenities that have not been available before in communities. 
Creating more spaces for small intimate gatherings or spaces for large gatherings allow 
residents to have smaller yards and to participate in a variety of activities they might not 
otherwise have access to.  
Residents are not only looking for new and different amenities they are looking to 
be healthier and want the community to contribute to their health and wellness. Dremann 
said: “People are trying to be healthier, and MPCs can make it easy for them to make 
healthy choices within their community, having access to the great outdoors, fresh and 
local produce, and great health care and education” (Nyren, 2014, p. 55). Creating 
connectivity in MPCs, along with many outdoors spaces and recreation opportunities, 
community gardens, and access to health facilities in or near the community are allowing 
residents to have the healthy lifestyle they are seeking. With the many amenities and 
 43 
opportunities possible MPCs developers can create unique styles, brands and 
atmospheres creating MPCs with different typologies.  
 
Master Planned Community Typologies 
“In the last decade of the 20th century, the amenity driven MPCs concept 
progressed one step further, merging aspects of an expanding vacation market for spa 
type developments with anew found ‘aging baby boomer’ oriented interest in health and 
wellness. What emerged were communities that combined the active retirement, second 
home, and flexible work force market with a wellness focus” (Ruby, 2010, p. 50). The 
development of MPCs and the amenities included in the community are specialized on 
the type of community being developed. “In 1960, Del Webb pioneered a new version of 
the comprehensive new town development option: the active-adult oriented golf focused 
recreational community. From the first Sun City in Arizona to today, the concept of the 
recreation-focused MPCs has been effectively implemented, in adult-oriented as well as 
all-age developments, in massive style, from Hilton Head Island in South Carolina to St. 
George, Utah” (Ruby, 2010, p. 50). There are many ways comprehensive or complete 
cities can be attractive to a specific market through specific amenities and design. 
Many MPCs will have different styles of homes to allow residents to grow and 
mature in a community; moving to different homes and parts of the community as they 
move through different stages of their life. There are other communities specific to a 
demographic of people (Spivak, 2012). The MPCs who segment neighborhoods based on 
lifestyles and demographics are more attractive to potential buyers, especially those  
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seeking 55 plus communities. The best way to differentiate unique areas is through 
housing types, sizes and styles (McCormick, 2014). Some examples of segmented MPCs 
are discussed by Alan Ruby (2010) in his article New Twist on an Old Concept. Ruby 
identifies specialized MPCs “focusing on recreational amenities, marketed to retirees or 
preretirees, second home owners, and others with mobile work arrangements or able to 
work from their homes” (2010, p. 49). More examples of MPCs typologies are listed in 
Table 7. 
Table 7 
Master Planned Community Typologies 
Type of Master 
Planned Communities 
Description 
Age Based First time home buyers; young families; empty nesters; 
retirees; and all inclusive communities allow residents to 
move to new homes in the same community over every 
stage of their lives.  
Farm to Table Built on an active farm; residents help to take care of the 
farm and eat the food they grow. 
Gated Private community; to enter you must stop at a security gate 
and identify your purpose. 
Golf Homes surround a golf course and club house. 
Health and Wellness Health Centers in community; trails; open spaces; yoga & 
mat sports; program fitness activities focus. 
Primary Homes Residence occupied for the majority of the year. Close to 
work; school; retail; and recreation. 
Recreation Based Amenities are focused on specific recreation experiences. 
i.e. equestrian, boating, skiing. 
Secondary Homes Typically a vacation home; only occupied part of the year.  
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Typology MPCs are able to be successful when they are adaptable (Logan, 
2012). MPCs need to meet the needs of new demographics and global realities 
(McMahon, 2010). If MPCs are not adaptable they will not be successful and attractive to 
buyers. Melinda Masson, founder and chief executive officer of Looking Forward, 
declared that “success in master planned communities will require out of the box 
thinking” (McMahon, 2010, p. 1). “Understanding how lifestyle needs and desires are 
changing is paramount, particularly for growing market segments like older adults and 
woman with income and no kids. The definition of family has changed in America and 
builders will have to create smaller niche villages to meet the wide-ranging needs of 
America’s increasingly diverse population” (2010, p. 1). For MPCs to meet the different 
needs and desired lifestyles of residents many developers are partner with different 
departments (parks and recreation, health, etc.), or with public agencies to provide the 
programing residents are seeking. These partnerships help to use the public agencies 
resources more efficiently and allow communities to have the programs appropriate for 
the demographic and to increase a community density (2010). “The future belongs to the 
communities that best understand their consumers and ensure that their features, 
amenities, designs, and housing products positively reinforce their aspirations” (Logan, 
2012, p. 74).  
Creating these specific niches for different demographics have allowed MPCs to 
flourish and continue to be popular with developers and buyers. Many new MPCs are 
needed to handle the growth occurring around the United States, especially in the 
Wasatch Front’s because of its rapidly increasing population. Wasatch Front niche MPCs 
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frequently have a recreation emphasis because of the many natural amenities and 
recreation opportunities which exist in the area. Many of the MPCs have trails connecting 
to the recreation amenities inside and outside of the communities. One benefit of 
recreation based MPCs is the opportunity the recreation amenities provide to the residents 
to be outside in the community connecting with other residents. MPCs typologies can 
provide many benefits and attributes people are looking for in these branded niche 
communities. 
 
Recreation Branding of Communities 
 
“In the development industry, branding is even more crucial to the success of a 
project. It helps us define a piece of land, a building, a vision – as a place. Branding 
formulates the story of what makes that project different and identifiable – ultimately 
magnetic – to audiences. Without branding, a real estate development has a hard time 
standing out amidst the usual market clutter” (Krueger, 2012, p. 2). This study will select 
and study multiple MPCs with a recreation emphasis to determine how recreation 
enhances the brand of MPCs along Utah’s Wasatch Front. 
With Utah’s recreation brand and its’ rapidly increasing population, developers in 
Utah will be building new homes and communities, many of which will be MPCs. With 
this new development it will be important to understand how recreation enhances the 
branding of MPCs within Utah’s Wasatch Front as the state prepares for the future 
growth that is coming. Residents recognize the brand of MPCs and it influences the 
decision of which community they live in. Studying these MPCs and the recreation 
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amenities will provide understanding of the recreation enhancement of the brand 
identity in these MPCs.  
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CHAPTER III 
METHODOLOGY 
 
Qualitative Research 
 
This research study employs a comparative case study method. Using this method 
will assist in answering the research question: How does recreation enhance the brand 
identity of MPCs along Utah’s Wasatch Front? According to Yin, “a case study is an 
empirical inquiry that: investigates a contemporary phenomenon within its real-life 
context; when the boundaries between phenomenon and context are not clearly evident; 
and in which multiple sources of evidence are used” (Yin, 2003, p. 23). Case studies can 
also be described as “a well-documented and systematic examination of the process, 
decision-making and outcomes of a project which is undertaken for the purpose of 
informing future practice, policy theory and/or education" (Francis, 1999, p. 16). Using a 
comparative case study analysis was the appropriate method for this study because it 
involved observing MPCs in their context and interviewing people related to the MPCs to 
describe the brand and recreation of the individual communities. The methodology steps 
used in this study are identified in Table 8. This first part of the study was focused on 
understanding the phenomenon of MPCs and the described recreation amenities. The 
information for the first part of the study relied heavily on information found on the 
internet. The second half of the study was focused on the context of the MPCs and the 
recreation in the communities. This information was gathered from people involved with 
the development of the MPCs and information gathered by the researcher visiting each of 
the communities. A standardized open ended interview process was used   
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in conducting theses phone interviews. The interviews were recorded and transcribed to 
allow for the necessary analysis to be completed. Site observations and interviews were 
analyzed to provide an answer to the research question for each of the MPCs. Finally, the 
communities were compared to reveal reoccurring themes demonstrating how recreation 
enhances the brand identity of communities along Utah’s Wasatch Front. 
 
Website Examination 
 A website examination was used in the case selection process. The information 
gathered from the website examination identified possible MPCs for this study. After the 
possible cases were identified, additional information from the website examination was 
used to narrow down the selection of MPCs to five cases used for this study.  
Selection criteria. To determine the MPCs to be included in this study, a list of 
potential communities was generated through a keyword web search using the terms 
“master planned community”, “Utah”, “Wasatch Front”, and “recreation”. This search 
yielded thirty one MPCs along Utah’s Wasatch Front. Available information on each 
MPCs was gathered including location, number of units, total acreage, amenities in and 
nearby the community and the developer. This information from each community, 
derived from each community’s or corresponding developer’s website, was organized 
and arrayed within a spreadsheet. Arraying the collective group of communities’ 
characteristics within the spreadsheet illuminated contrasts which served the process of 
selecting a smaller subset of MPCs for further study. Cases were selected based on a two 
tiered process utilizing priority and secondary selection criteria. Tables 9 and 10 break 
down the priority and the secondary selection criteria for this research. 
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Table 9 
Priority Selection Criteria Used to Select Cases 
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Table 10 
Secondary Selection Criteria Used to Select Cases 
 Secondary Selection Criteria Community 
D
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el
o
p
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T
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 Equestrian  
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S
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C
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m
m
u
n
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y
 # of Units  
 
Priority selection. The researcher divided the possible selection criteria into 
priority and secondary criteria, for the MPCs selection process. The two priority selection 
criteria were that the location of the MPCs was along the Wasatch Front and the MPCs 
had an emphasis of recreation amenities within the community. A narrowed selection 
study area, of Utah’s Wasatch Front, provided the best opportunity for the MPCs to be 
located in comparable environments for the purpose of this study. The Wasatch Front 
area is defined as the north central part of Utah, from Nephi to Brigham City. With 
Utah’s population growing and expecting to double by 2050, with the majority of the 
growth predicted to happen along the Wasatch Front (Envision Utah, n.d.). The growth in 
the Wasatch Front will be driven by MPCs because the majority of community 
development in America’s fast growing areas are being driven by MPCs (Costley, 2006). 
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Locating the study along the Wasatch Front was logical because the majority of Utah’s  
current and future population lives in this area (“Wasatch Front,” 2004). 
The recreation selection criteria contained ten types of recreation amenities 
usually found in MPCs because of the benefits and importance of the role they play in 
successful MPCs, as discussed previously (Nyren, 2014). For this study the researcher 
considered trails/paths, open space areas, golf course, activity courts, parks, community 
gardens, a club house, built water areas, natural water areas and equestrian amenities 
within MPCs for the selection process. 
According to ULI’s Master-Planned Communities Council, these amenities are 
the ones being included in MPCs. Paths, parks, activity specific areas and pools are 
continually being built in MPCs because of the connectivity and sense of community they 
provide to a community (Nyren, 2014). By considering multiple types of recreation 
amenities in the selection criteria the researchers was able to clearly identify a recreation 
emphasis in the MPCs. Also, including a variety of recreation types provided an 
opportunity for the research to identify how different recreation amenities enhance the 
brand identity of MPCs. 
The researcher furthermore looked at the proclaimed nearby recreation listed on 
the community website. Nearby recreation is recreation located outside of the MPCs but 
in close proximity to the MPCs. Including information of nearby recreation on the MPCs 
website demonstrates the developers were relating the community to the surrounding 
environment and emphasizing recreation. Some of the recreation amenities included in 
the nearby recreation section were: public lands, ski resorts, museums, regional parks, 
lifestyle centers, wildlife viewing areas, natural water amenities and golf courses. It was 
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important for the researcher to find MPCs with an emphasis of recreation in the MPCs as 
well as an interest in nearby recreation opportunities.  
Secondary selection. The initial selection process, using the priority selection 
criteria, yielded thirteen possible MPCs. The secondary selection criteria were used to 
narrow down the thirteen MPCs to five viable MPCs for this study. There were three 
secondary selection criteria considered for narrowing the list of MPCs to include in the 
study. The selection criteria used were: the developers of MPCs, the number of homes in 
the community including the type of homes included and the typology of the MPCs. 
These selection criteria were used because of the different variations in the MPCs these 
criteria would provide and would remove bias from the selection process.  
Developers were used as a criterion because each developer has different styles, 
niches and possible different reasons for including amenities. It was important to include 
MPCs designed by different developers because it provided information on how 
recreation and branding could differ in MPCs. Researching different developers provided 
the researcher with a broader understanding of the reasons for recreation included in a 
MPCs and how the recreation could be used to enhance the branding of the MPCs. 
The number of homes and the type of homes included in the MPCs was an 
important selection criteria for multiple reasons. First, the research required the MPCs to 
be of substantial size to allow for the inclusion of multiple types of recreation. Smaller 
MPCs generally did not include enough recreation amenities for the necessary data to be 
collected for the study. The researcher decided to select communities with more than 200 
units because these MPCs were of substantial size and able to provide the necessary data 
to be analyze.  
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Second, including developments with single family homes or developments 
including town homes, condos and single family homes allowed for a better 
understanding of recreation being provided in MPCs with different typologies. Different 
housing types attract different types of residents, who have different recreation amenity 
wants and needs. Town homes and condos usually do not have large yards, requiring 
more common space in the community for residents to use, such as community garden 
spaces. Single family homes typically have larger yards. Residents in homes with larger 
yards have their own private spaces and therefore may be looking for larger community 
amenities such as club houses and sports fields. It was important to include different 
types of housing to gain an understanding of how recreation in MPCs with different 
housing types enhances the brand identity of the MPCs. 
The last selection criteria was MPCs typologies. The first community type 
considered in this study was a traditional neighborhood development. A traditional 
neighborhood development is a development where houses have front porches, the 
buildings are oriented toward the front streets, there is an emphasis on walkability and 
deemphasizes the automobile by narrowing roads, setting garages back from front 
facades of buildings or setting garages in rear alleyways. Conventional residential 
development was the second identified MPCs typology. This type of development does 
not emphasize on one specific type of amenity and homes are oriented towards the 
streets. The third community type considered was the golf community. Golf communities 
are neighborhoods centered on a golf course, with many homes backing the golf course. 
A fourth type of community considered was the gated community. Communities 
surrounded by a fence and requiring all visitors to check in before entering the 
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community, are considered gated communities. Equestrian communities were the fifth 
type of community considered in this study. An equestrian community is built with 
equestrian amenities, including horse stables, horse trails and with many of the residents 
in the community owning horses. The last type of community used for this study was a 
55plus community. This type of community is designed for older citizens who have 
entered the later part of their lives and no longer have children at home. These residents 
are interested in downsizing their homes and are looking for an active lifestyle the 
amenities this type of community provides. Each of these communities have a different 
emphasis on recreation and include different recreation amenities. With different 
emphasizes on recreation, including many types of communities was important to allow 
for an understanding why certain recreation amenities may or may not be included and 
how the recreation amenities enhance the brand identity of the MPCs. 
The description of the MPCs and all gathered information about the MPCs were 
taken from each of the communities’ websites. A few of the researched MPCs did not 
contain enough information on the website to include them in the selection process. Also 
a few of the communities had great potential, with many recreation opportunities 
mentioned on their website, but because development on the community had not started 
or was not far enough along in the development process the community was not included 
in the study. A mostly uncompleted community would not allow for the necessary data to 
be gathered. For a community to be selected it need to meet the priority selection criteria: 
by being in the Wasatch Front and by including at least 50% of the recreation amenities 
from the recreation on site list. Selected communities also need to meet the secondary 
selection criteria of being built by different developers, the developments include 
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different types of housing and the MPCs need to be different typologies. Communities 
not meeting the selection requirements were eliminated from the selection list. After 
completing the selection process, five communities were selected to be used in this case 
study. 
 
Selected Cases 
 The selected cases are diagramed in Table 11 and 12 on the following pages. 
Daybreak and its’ associated 55+ community, Garden Park at Daybreak, were selected to 
be included in this case study. Daybreak is a large community with 20,000 units at full 
build out. The developer of Daybreak is a mining company, not a traditional development 
company. This unique developer brings a different developer perspective of built MPCs. 
Another reason this community was selected was because it is well known in and outside 
of Utah; having been included in some of UBI’s MPCs discussions. Being a well known 
MPC, with a unique developer, being a large community and including a 55+ 
community, the researcher believed it was important to include Daybreak in this study.  
Saratoga Springs’ Utah Lake Resort Community was the next community selected 
for the study. This community is one of the older MPCs in Utah; being built in the late 
1990’s. It was built by two friends who saw an opportunity for a community to be built 
along Utah Lake, to provide the residents with a private marina and private access to the 
lake. This community was also designed as a golf course community with the community 
centered on an 18-hole golf course. Another unique aspect of this community was that it   
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Table 11 
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Table 12 
Selected Cases Secondary Criteria 
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was built on the natural hot springs the city was named after. The hot springs heat the 
pool and run as a creek through one of the major parks in the community, eventually 
feeding into Utah Lake. Having a long history as a successful community, being built by 
friends and providing many recreation amenities in the community made it a priority for 
this case study research.  
Sunset Equestrian Estates was the next community selected for this research 
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study. It was built by a traditional development company, Woodside Homes, but has an 
equestrian focus. The equestrian focus provides opportunities for residents to house and 
ride their own horses. The community also included other recreation amenities for 
residents to enjoy. An equestrian focused recreation community and being a smaller 
community were the reasons this community was selected for this study.  
The last community selected for this study was Mountain View Estates. This 
development was built by Ivory Homes, a traditional development company. Studying a 
traditional developer in a smaller more conventional residential development with no 
specific recreation emphasis provided an important point of view on recreation brand 
enhancement in MPCs. Although smaller, this MPCs include both single family homes 
and town homes. These two housing types were a large part of the decision to include this 
community because the housing types would likely necessitate different recreation types 
to be included in the development.  
The selected communities described above were used to complete this case study. 
These communities provided the necessary information and insights for the researcher to 
understand how recreation enhances the brand identity in MPCs. With the communities 
selected the next step was to gather and analyze additional information on each of the 
communities to provide deeper insight to the how recreation enhances the brand identity 
for the selected MPCs.  
 
Survey 
For this study, surveys provide the best opportunity to collect the necessary data 
from a represented population of the different interest groups. Using surveys allows for 
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the collection of the data and findings to be recorded and analyzed for a generalization 
of information (Gall, Gall, & Borg, 2006). The researcher decided to use focus interviews 
with the different interest groups including: the community developers, city planners and 
Home Owner Association (HOA) members involved in the MPCs, to provide three 
different and important perspectives on the recreation and branding in the selected MPCs. 
There were different questions used for each interest group. The survey questions 
can be found in the Appendix. A standardized open ended interview was used for the 
questions and conducting the interviews. This survey type worked well for this study 
because it required predetermined questions and wording to minimize bias during the 
interview process (Gall et al., 2006). The interviews were conducted over the phone to 
provide convenience for those participating in the interviews. Interviews were recorded 
and transcribed to allow for the necessary analysis to be completed.  
Developers. The developers of the selected MPCs were interviewed for this study 
to gain an understanding of the motives for including recreation amenities in the MPCs 
they designed. Specifically the study was seeking to find if recreation was included 
because of a requirement by the city or it was believed to increase the profit for the 
developer or if it would attract potential residents. The interviewed developers were the 
developers involved in the design process of the selected MPCs, if they were available. 
For a few of the selected MPCs, the developer was no longer with the development 
company and was not available for comment. In these instances, a developer familiar 
with the MPCs project was selected for the interview. Understanding why developers 
include recreation in the MPCs they build was important to this study because of their 
unique perspective on the benefits and purpose of recreation being included in the MPCs. 
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City Planners. City planners have a distinctive perspective on recreation built in 
communities because they work with developers to approve the final plan for the 
community and consequently are important to interview. Finalizing a master plan usually 
takes many drafts and meetings before it is approved. Working with developers to get 
plans approved allows the city planners to have an understanding of why recreation 
amenities were being included in a master plan for a community. Studying the 
perspective of the city planner allows the researcher to understand the approved 
recreation, the city required recreation and the role recreation has in enhancing the brand 
identity of the MPCs. 
HOA Members. HOA board members were important to the survey process 
because they represent the population of residents who live in the selected MPCs. 
Understanding how residents view the recreation and the brand identity of their 
community was key because residents are the ones who live with and experience the 
recreation amenities. HOA board members were a good way to understand the general 
view of recreation in the community because the HOA board interacts with the residents, 
hears complements and complaints and knows what community members want to change 
in their community. Knowing how residents view and value the recreation was important 
to the case study because it provides the understanding of how the recreation was either a 
benefit or a nuisance for residents. 
 
Site Observation 
A site observation for each of the selected MPCs was completed. The site 
observations allowed the researcher to conduct an observational analysis of the recreation 
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amenities included on sight. The purpose of conducting sight observations of the 
MPCs was to determine the actual recreation on site verse what was proclaimed on the 
communities’ websites. While visiting the MPCs the researcher observed all of the 
recreation opportunities and amenities provided in the community. Observations were 
documented through photography and written notes. Observing the recreation amenities 
allowed the researcher to observe the general brand of the community and the role the 
recreation played in enhancing the brand identity of the MPCs.  
 
Analysis 
 
After the data was collected from the MPCs websites, the conducted surveys and 
site observations, the information was analyzed using an interpretative analysis. This 
means the data gathered was examined to find possible constructs, themes, and patterns 
in the data. These constructs, themes and patterns were used to describe and explain 
recreation enhancement of the community brand identity occurring in the MPCs (Gall et 
al., 2006).  
 
Observed Environment vs Website Description 
 The information gathered from websites, for the selection of MPCs, and the 
observed built environment in the selected MPCs were compared and analyzed. To 
understand this information tables were created to show what recreation amenities MPCs 
allegedly contained and what recreation amenities were built on site. The created tables 
are included in the results chapter. Constructs, themes and patterns were derived from 
these tables and used to understand the recreation enhancement of the community brand 
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identity.  
 
Coding 
 To find the different constructs, themes and patterns from the interviews, the 
surveys were coded using content analysis. By means of coding, the researcher 
transcribed interviews, meticulously read interviews line by line and word by word to 
identify concepts and categories acceptable within the data (Berg & Lune, 2011). The 
completed coding identified similar phrases and concepts which were repeated in the 
interviews. The phrases and concepts of interviews for the same MPCs were sorted and 
examined to identify important evidence for developing meaningful insights to the 
recreation enhancement of the brand identity for each of the MPCs. After the evidence 
was sorted it was analyzed and understood through the use of the grounded theory. 
 
Grounded Theory 
The analyses of the information was used with a grounded theory approach. 
Grounded theory as described by Glaser and Strauss is:  
“To generate theory… we suggest as the best approach an initial, 
systematic discovery of the theory from the data of social research. Then 
one can be relatively sure that the theory will fit the work. And since 
categories are discovered by examination of the data, layman involved in 
the area to which the theory applies will usually be able to understand it 
while sociologists who work in other areas will recognize an 
understandable theory linked with the data of a given area” (1967, pp. 2–
3). 
 
Applying grounded theory to the collected data identified the most important patterns and 
themes of this study. Identify reoccurring patterns or themes among all of the MPCs 
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created results which could be applied in the study to understand the more general idea 
of how recreation enhances the brand identity of MPCs along the Wasatch Front. These 
identified patterns and themes are discussed in the next chapter.  
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CHAPTER IV 
RESULTS 
 
 In this chapter each of the communities and their associated surveys, site 
observations, and master plan documents are discussed. The analyzed data was placed 
into tables to create a visual representation of the important facts. Each community has a 
table with a community description, a table of recreation amenities included in and near 
the community; a table showing which spaces are public vs private in the community; 
and a table showing the passive vs active recreation spaces. These tables allowed for a 
quick understanding of the community and the recreation spaces and were used to 
determine the recreation enhancement of the community brand identity in the MPCs. The 
collected data showed evidence of recreation enhancing the brand, or the value, the 
promise and story, associated with each of the MPCs and will be discussed for each 
community in the succeeding sections. 
 
Community Results 
 
Mountain View Estates 
 Mountain View Estates was designed and developed by Ivory Homes; one of the 
well known residential developers in the state of Utah. Mountain View Estates was built 
in Woods Cross City, ten miles north of Salt Lake City. The 75 acre development 
includes 220 units, including single family homes and town homes and includes ten acres 
of landscaped open space.  
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Figure 2, found on the Ivory Homes Mountain View Estates Community 
webpage, sketches the layout of the community and the recreation areas (Ivory Homes, 
2011). The figure demonstrate the location of the recreation, in green, in relation to the 
resident’s lots. By providing a trail system, shown in light green, and parks, highlighted 
in dark green, located throughout the community, the developers have provided easy 
access to recreation amenities for all of the residents. 
 
Figure 2. Ivory Homes’ Master-planned Development Community Design: 
Mountain View Estates. From Mountain View Estates Development, (2011), 
by Ivory Homes. 
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The researcher arrayed the community’s characteristics within tables, located on 
the following pages, to facilitate further analysis of the community and the recreation 
amenities in the community. The tables were created using information gathered from the 
community webpage, the conducted interviews and the researcher’s onsite examination. 
The first table, Table 13, provides an overall description of the community, including 
acreage and who developed the community. Table 14 highlights the recreation amenities 
included in the development. The open space in the community specifically included a 
swimming pool, community parks, trails, picnic areas, a volleyball court and 
soccer/lacrosse field.  
The next table, Table 15, shows the advertised and built nearby recreation to the 
community. Some of the nearby recreation amenities, including the Legacy Nature 
Preserve, connects to other trails and Foxboro North Regional Park. Tables 14 and 15, 
when analyzed together, show there was an emphasis on recreation when marketing and 
building the community. With five out of the ten community recreation amenities being 
advertised and built in the community and six out of nine of the nearby recreation 
amenities being located near the community, there are many recreation amenities 
available for the residents to participate in. The number of amenities built in the 
community and being advertised suggest recreation was important to the developer. Also, 
with all the homes in the community being purchased the residents must also value 
recreation amenities being located in their community.  
Table 16 further analyzes the recreation amenities by categorizing them into 
passive and active recreation amenity groups. In some instances the recreation spaces in 
the community provide both active and passive activities in the same space. 
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Table 13 
Mountain View Estates Description  
Size of 
Community 
# of Units 
220 Single 
Family 
Homes & 
Town Homes 
 
Location 
City Woods Cross 
 
Acreage Total 
Development 
75 
 
Acreage Open Space 
Area 
10 
 
Type of 
Community 
Equestrian   
55+   
Gated   
Golf Course   
Conventional 
Development 
 
 
Traditional 
Neighborhood 
Development 
 
 
Developer 
  
Ivory Homes 
Notes 
  
Soccer and 
Lacrosse Fields. 
The club house 
was a restroom 
near the pool. 
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Table 14 
Mountain View Estates Community Recreation Advertised vs Built 
R
ec
re
a
ti
o
n
 O
n
 S
it
e 
Equestrian 
Observed  
Advertised  
Natural/Naturalistic Water 
Amenities 
Observed  
Advertised  
Built Water Recreation 
Amenities 
Observed  
Advertised  
Club House 
Observed  
Advertised  
Community Gardens 
Observed  
Advertised  
Playgrounds/Parks 
Observed  
Advertised  
Activity Specific Courts – 
i.e. basketball, tennis, 
volleyball, Frisbee golf 
Observed  
Advertised 
 
Golf Course 
Observed  
Advertised  
Open Space/Picnic 
Areas/Pavilion/Wildlife 
Viewing 
Observed  
Advertised 
 
Trails/Paths 
Observed  
Advertised  
 
 
 
For example, Figure 3 shows the large park located in the northwest corner of the 
community, which contains both passive and active activity spaces. This park is managed 
by the city and includes a pavilion, picnic areas, a lacrosse/soccer field and a playground. 
There is a connection to the Legacy Parkway Trail, providing opportunities for residents 
to easily connect with neighboring recreation amenities. Overall, this community includes 
three active recreation spaces and three passive recreation spaces. These spaces are 
spread throughout the community providing residents easy access to either active or 
passive recreation opportunities.  
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Table 15 
Mountain View Estates Nearby Recreation Advertised vs Built 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
N
ea
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y
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a
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o
n
 
Golf 
Built  
Advertised  
Naturalistic/Natural 
Water 
Built  
Advertised  
Wildlife Viewing 
Built  
Advertised  
Lifestyle Centers 
Built  
Advertised  
Regional Parks 
Built  
Advertised  
Museums 
Built  
Advertised  
Ski Resorts 
Built  
Advertised  
Public Lands 
Built  
Advertised  
Trails 
Built  
Advertised  
Figure 3. Mountain View Park. A public park located in the north-west corner of 
Mountain View Estates. From Lynda D. D. Smith. 
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Table 16 
Mountain View Estates Passive & Active Recreation Amenities 
R
ec
re
a
ti
o
n
: 
P
a
ss
iv
e 
v
s 
A
ct
iv
e 
S
p
a
ce
s 
Equestrian 
Passive  
Active  
Natural/Naturalistic 
Water Amenities 
Passive  
Active  
Built Water Recreation 
Amenities 
Passive  
Active  
Club House 
Passive  
Active  
Community Gardens 
Passive  
Active  
Playgrounds/Parks 
Passive  
Active  
Activity Specific 
Courts – i.e. basketball, 
tennis, volleyball, 
Frisbee golf 
Passive  
Active 
 
Golf Courses 
Passive  
Active  
Open Space/Picnic 
Areas/Pavilion/Wildlife 
Viewing 
Passive  
Active 
 
Trails/Paths 
Passive  
Active  
 
 
 
The last table, Table 17, demonstrates there are private and public open spaces 
available in the community. In this instance, there are two public parks and a public trail 
greenway going through the community. The public parks include a picnic pavilion, a 
lacrosse/soccer field, and playground equipment. The greenway system includes a trail, 
trees and benches along the way, as shown in Figure 4. These amenities are managed and 
maintained by the city of Woods Cross. The private amenities include two parks 
including a volleyball court, a Club Ivory swimming pool and open grass area, and 
sidewalks creating a walkable community. A private HOA company manages and  
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maintains the private amenities in this community (Anonymous, personal 
communication, January 25, 2016; C. Freebairn, personal communication, February 3, 
2016; T. Stephens, personal communication January 13, 2016). 
The following description provided on the community webpage places an 
emphasis on recreation by describing the recreation amenities before describing the 
homes. The community was advertised as the following:  
“Fully master-planned community, Club Ivory Community with 
swimming pool, wading pool and changing facility, 10 acres of landscaped 
community parks and trails with tot lot, picnic pavilion, volley ball court 
and gazebos, Landscaped entry monument, Decorative street lighting, Full 
basement homes, Full stucco and masonry construction, Convenient 
location with easy access to both I-15 and I-215, Minutes from downtown 
Salt Lake City” (“Mountain View Estates Development,” 2011).  
 
Considering the description of the community, tables, and figures, they explain the 
community and the emphasis of recreation as part of the community brand identity 
Many of the amenities in the MPCs are the same ones the Master Planned 
Community Council said created a successful MPCs (Nyren, 2014). Including these 
Figure 4. Mountain View Estates Greenway Trail. From Lynda D. D. Smith. 
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Table 17 
Mountain View Estates Public vs Private Open Spaces 
R
ec
re
a
ti
o
n
: 
P
ri
v
a
te
 v
s 
P
u
b
li
c 
S
p
a
ce
s 
Equestrian 
Public Space  
Private Space  
Natural/Naturalistic 
Water Amenities 
Public Space  
Private Space  
Built Water Recreation 
Amenities 
Public Space  
Private Space  
Club House 
Public Space  
Private Space  
Community Gardens 
Public Space  
Private Space  
Playgrounds/Parks 
Public Space  
Private Space  
Activity Specific Courts 
– i.e. basketball, tennis, 
volleyball, Frisbee golf 
Public Space  
Private Space 
 
Golf Courses 
Public Space  
Private Space  
Open Space/Picnic 
Areas/Pavilion/Wildlife 
Viewing 
Public Space  
Private Space 
 
Trails/Paths 
Public Space  
Private Space  
 
specific amenities shows the developers were trying to create a successful community 
were residents would be comfortable and be able to enjoy living in their community. 
Mountain View Estates enhanced the community brand identity by placing a variety of 
recreation amenities in the community for residents to enjoy.  
The interviews with the developer and the city planner help to clarify the 
emphasis on recreation. The researcher tried to contact members of the HOA, but they 
did not respond to the researcher’s requests. A few apparent themes were illuminated 
from the different interviews. These different themes demonstrate how recreation 
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explicitly was included to enhance the brand in this MPCs. The researcher had the 
opportunity to talk with Chase Freebairn from Ivory Homes, the development company. 
Although Freebairn was not part of the initial project, he was able to provide insight into 
why Ivory Homes would include recreation and the overall design of the community. The 
researcher was also able to talk with the person who chose the parcel the community was 
built on and planned the site; while consenting to participate in the study, this individual 
requested anonymity. From these developers two themes were identified into why 
recreation was important to include specifically in this community design. 
The first theme identified from the two developers was value. When the 
developers were asked “What motivated you to include recreation amenities in your 
community design?” the word value was repeated eight times. Creating a community 
where people want to live is the role of a developer; amenities help to create that type of 
community by adding value. Recreation amenities add value for the developer and for the 
homebuyer. Amenities create value for a developer by increasing the land value and 
enhancing the setting of the community. The two developers said by adding value, 
through amenities, developers have an easier time marketing the community. Amenities 
in a community can be marketed to show the additional value a community provides over 
other communities because of the recreation added. Specifically in Woods Cross, there 
were not many city amenities near the development and the developers recognized the 
need to create amenities in the community to increase the value of the development and 
meet resident’s needs. Creating this additional value, through amenities, allowed for the 
developers to charge higher prices for homes in the community. Buyers are willing to pay 
the higher price because they perceive the additional value of creating a destination 
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community (Anonymous, personal communication, January 25, 2016; C. Freebairn, 
personal communication, February 3, 2016). 
According to the interviewees, residents are willing to pay for the higher value 
because of the benefits provided to them. It is easier for a community of 200 units to own 
and maintain a pool than for one resident to own and maintain a pool; because the price is 
divided among all of the residents community (Anonymous, personal communication, 
January 25, 2016). This principle applies to all the amenities in a community. By living in 
this community, residents have access to many recreation opportunities at a more 
manageable price of an HOA fee. Even when residents do not choose to use the 
recreation amenities they understand the added value to the community and their home 
(Anonymous, personal communication, January 25, 2016; C. Freebairn, personal 
communication, February 3, 2016). 
The next theme identified was a city requirement to include recreation amenities 
and open space. Even though neither developer went into the details of the agreement 
between them and the city, they both mentioned Woods Cross City required them to 
provide open space in the community. By providing open space, through creating the 
required greenway trail in the middle of the park, the developers received the density and 
zoning they were seeking (Anonymous, personal communication, January 25, 2016; C. 
Freebairn, personal communication, February 3, 2016). 
Tim Stephens, the city planner of Woods Cross City, was able to provide 
additional insights into the recreation amenities in the community required by the city 
and the role the city contributes to the maintenance of recreation amenities. Stephens 
outlined the history of the project, which lead to the inclusion of certain recreation 
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amenities. First, the property needed to be rezoned to allow for a residential 
development to be built on this site. The city was willing to allow the parcel to be 
rezoned as long as the developer included recreation in the site, and specifically the city 
would allow higher density with the inclusion of additional open space. A buffer was also 
part of the requirement for rezoning. The developers needed to include a buffer and green 
space between the homes and the Legacy Parkway Trail and between Redwood Road and 
the houses. The city did not want the community to be lined with fences, but wanted to 
create a sense of transition from outside the neighborhood into the neighborhood. This 
transition was created at the entrance, as well along multiple points of the Legacy 
Parkway Trail (T. Stephens, personal communication, January 13, 2016).  
A greenway trail in the center of the community was another requirement from 
the city. There is an easement in the middle of the development which is owned by the 
Bureau of Reclamation. Woods Cross City made a deal with the Bureau to add Woods 
Cross City storm water pipeline to the same easement. This required developers to leave 
this area undeveloped for maintenance access, which lead to the greenway trail 
requirement of a trail, lighting, seating and allowed trees by the Bureau (T. Stephens, 
personal communication, January 13, 2016). 
The agreement between the developer and the city took several negotiations 
before they arrived at a mutually satisfactory final design of the community. Stephens 
said the developers provided many ideas of how to meet the needs of the city and add 
other amenities for the residents as well (T. Stephens, personal communication, January 
13, 2016). Areas of negotiation included the transitional spaces and the pool house. The 
city originally wanted 100 foot wide green perimeter around this community and other 
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communities being built at the same time. The developers did not agree that this was the 
best idea, but was able to compromise with the city by providing the transitional areas 
between the community, Redwood Road and Legacy Parkway Trail. To accomplish this, 
the developers landscaped these areas and placed parks as entrances to the Legacy 
Parkway Trail system. Part of the agreement included city maintenance on the greenway 
trail, the park at the south end of this trail, and the farthest northwest park in the 
community. The rest of the recreation would be managed by the HOA (T. Stephens, 
personal communication, January 13, 2016).  
Although the city required or encouraged certain recreation amenities to be 
included in the development of this community, it is still apparent from talking with the 
developers and visiting the community, that the branding of the community was 
enhanced by the recreation amenities. Even without the city required amenities, the 
developer realized the recreation spaces and amenities were central to the function and 
survival of the community, causing the developer to place more than the required 
amenities in the community. Without the amenities the community would not have as 
apparent value or appeal for residents (Anonymous, personal communication, January 25, 
2016). Providing these recreation amenities for a community instead of on an individual 
level shows the economy of scale. It is easier for a community to own and maintain a 
park or a pool then for one family to pay and maintain their own park or pool. This 
principle was key to the recreation brand enhancement. The amenities included in the 
community were opportunities for all of the residents to participate in recreation for a 
smaller fee than if they all owned these amenities individually. The recreation enhanced 
the brand for this community because it added the wanted value the developer was 
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seeking, the value homeowners wanted and add the desired effect of transition the city 
was looking for.  
 
Sunset Equestrian Estates 
 Sunset Equestrian Estates is an equestrian focused community built in Kaysville, 
Utah; 23 miles north of Salt Lake City. This project was started in 2005 by Woodside 
Homes and it is still under construction by Symphony Homes. Woodside Homes was hit 
hard during the economy down turn and had to sell some of the property, which was 
purchased by Symphony Homes. There are 358 lots in the community, with 254 homes 
already built, on the planned 250 acres of development. All of the units in the community 
are single family homes. The development includes 23 acres of open space, of which 19.5 
acres is for an equestrian parcel to have a private equestrian barn built in the southern 
corner of the property. Figure 5, provides a plan view look at the layout of the community 
and where the amenities are located. Interestingly, this community map focuses on where 
the lots are located with little emphasize on the location of the recreation spaces. The lots 
are in different shades of green while the recreation amenities are in grey and are 
identified by the wording.  
This description of the community is expressed in Table 18 on the following page. 
Besides the equestrian barn, the recreation in the community includes pedestrian paths 
and equestrian trails, two pools, open spaces throughout with benches, a park with 
playground, and tennis courts, as shown in Table 19. Figure 6 is a picture of the main 
park in the community, with a pool, trails and small playground. Figure 7 shows the 
private equestrian barn in the community. And Figure 8 shows the different trail systems 
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in the park including the pedestrian trail and the equestrian trail. These figures are good 
examples of the character and style of the recreation amenities in the community 
(Woodside Homes, 2016). 
  
Figure 5. Woodside Homes’ Master-Planned Development Community Design: Sunset 
Equestrian Estates. From Better By Design, (2016), by Woodside Homes.  
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Figure 8. Sunset Equestrian Estates: Equestrian Path and Pedestrian Trail. From 
Lynda D. D. Smith. 
 
 
Figure 7. Sunset Equestrian Estates: Equestrian Barn. From Lynda D. D. Smith. 
 
 
Figure 6. Sunset Equestrian Estates: Pool and Park Space. From Lynda D. D. 
Smith. 
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Table 18 
Sunset Equestrian Estates Community Description 
Size of 
Community 
# of Units 
233 Single 
Family 
Homes  
 
  
 
Acreage 
Open Space 
Area 
23 
 
Acreage 
Total 
Development 
230 
 
Location 
City Kaysville 
 
Type of 
Community Equestrian 
 
 
55+  
 
Gated  
 
Golf Course  
 
Conventional 
Development 
 
 
Traditional 
Neighborhood 
Development 
 
 
Developer 
  
Woodside Homes 
Notes 
  
Street names where 
themed with 
equestrian names. 
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Table 19 
Sunset Equestrian Estates Community Recreation Advertised vs Built 
R
ec
re
a
ti
o
n
 O
n
 S
it
e 
Equestrian 
Observed  
Advertised  
Natural/Naturalistic Water 
Amenities 
Observed  
Advertised  
Built Water Recreation 
Amenities 
Observed  
Advertised  
Club House 
Observed  
Advertised  
Community Gardens 
Observed  
Advertised  
Playgrounds/Parks 
Observed  
Advertised  
Activity Specific Courts – 
i.e. basketball, tennis, 
volleyball, Frisbee golf 
Observed  
Advertised 
 
Golf Course 
Observed  
Advertised  
Open Space/Picnic 
Areas/Pavilion/Wildlife 
Viewing 
Observed  
Advertised 
 
Trails/Paths 
Observed  
Advertised  
 
Table 20 shows there were not many nearby recreation amenities to the 
community, but the opportunity to examine an equestrian community was important for 
this study because it provided a comparison to more conventional neighborhoods. The 
recreation in the community was further analyzed into active and passive recreation as 
shown in Table 21. The majority of the recreation in the community is active recreation, 
particularly with the equestrian based amenities. There are however many trails and 
seating areas throughout the community, which provides nice passive recreation 
experiences, as shown in Figure 9.  
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Table 20 
Sunset Equestrian Estates Recreation Amenities Nearby Advertised vs Built 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
N
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rb
y
 R
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re
a
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o
n
 
Golf 
Built  
Advertised  
Naturalistic/Natural 
Water 
Built  
Advertised  
Wildlife Viewing 
Built  
Advertised  
Lifestyle Centers 
Built  
Advertised  
Regional Parks 
Built  
Advertised  
Museums 
Built  
Advertised  
Ski Resorts 
Built  
Advertised  
Public Lands 
Built  
Advertised  
Trails 
Built  
Advertised  
Figure 9. Sunset Equestrian Estates: Passive Recreation Area. From Lynda D. D. 
Smith. 
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Table 21 
Sunset Equestrian Estates Community Recreation Amenities Passive vs Active 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The community choose to hire a property management company to manage their 
HOA and their amenities on site, except for the equestrian barn, which is run by a private 
company, as shown in Table 22. This demonstrates this is a private community with the 
recreation amenities specifically for the residents to use and are not open for the public. 
The information collected and placed in the tables is beginning to explain how the 
recreation was included to enhance the recreation brand of this community. Specifically 
the MPCs has emphasized paths and trails, which have been proven to add the wanted 
value and success for MPCs (Nyren, 2014). Interviewing the community developer, the  
R
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re
a
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n
: 
P
a
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iv
e 
v
s 
A
ct
iv
e
 S
p
a
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s 
Equestrian 
Passive  
Active  
Natural/Naturalistic 
Water Amenities 
Passive  
Active  
Built Water Recreation 
Amenities 
Passive  
Active  
Club House 
Passive  
Active  
Community Gardens 
Passive  
Active  
Playgrounds/Parks 
Passive  
Active  
Activity Specific 
Courts – i.e. basketball, 
tennis, volleyball, 
Frisbee golf 
Passive  
Active 
 
Golf Courses 
Passive  
Active  
Open Space/Picnic 
Areas/Pavilion/Wildlife 
Viewing 
Passive  
Active 
 
Trails/Paths 
Passive  
Active  
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Table 22 
Sunset Equestrian Estates Community Recreation Amenities Public vs Private 
R
ec
re
a
ti
o
n
: 
P
ri
v
a
te
 v
s 
P
u
b
li
c 
S
p
a
ce
s 
Equestrian 
Public Space  
Private Space  
Natural/Naturalistic 
Water Amenities 
Public Space  
Private Space  
Built Water Recreation 
Amenities 
Public Space  
Private Space  
Club House 
Public Space  
Private Space  
Community Gardens 
Public Space  
Private Space  
Playgrounds/Parks 
Public Space  
Private Space  
Activity Specific Courts 
– i.e. basketball, tennis, 
volleyball, Frisbee golf 
Public Space  
Private Space  
Golf Courses 
Public Space  
Private Space  
Open Space/Picnic 
Areas/Pavilion/Wildlife 
Viewing 
Public Space  
Private Space 
 
Trails/Paths 
Public Space  
Private Space  
 
 
Kaysville City Planner, and the HOA management company provided further insight into 
the recreational branding of Sunset Equestrian Estates. 
Garrett Sealy, of Woodside Homes, discussed the motivation for including 
recreation amenities in the community, especially creating an equestrian focus in the 
community. He discussed two reasons for why Woodside Homes built this community as 
an equestrian community and included additional recreation amenities. The first reason 
recreation was built in the community was because the community was originally zoned 
for rural residential. This meant the lots needed to be ¾ acre lots, but the developers were 
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not interested in creating this large of lots; they believe not everyone wants to have 
such a large lot. Kaysville City has a subdivision ordinance which allows for developers 
to increase the density of a site if they provide open space. Woodside Homes decided this 
was the best option for their development. To meet the open space requirement they 
included a trail system and the space for the private equestrian center. The equestrian 
center was an important addition to the community because several citizens of Kaysville 
mentioned, in the community meetings about the development, this area is where 
everyone rode their horses. It was important to the community and the developer to 
continue to have a place where everyone felt comfortable riding their horses (G. Sealy, 
personal communication, January 15, 2016). Kaysville is a rapidly urbanizing landscape 
creating conflicts between the rural environments for horse riding and communities for 
residents to live in with smaller lots. This conflict was avoided by incorporating the 
equestrian areas into the community. 
The second reason recreation amenities were included by the developer was to 
add additional recreation opportunities in the community, creating additional value for 
the residents. Sealy said pools, trail systems and an additional amenity always sell; if you 
include these amenities a development does well (G. Sealy, personal communication, 
January 15, 2016). The tennis court, pools, and park places were added to create more 
value for the developers and for the homeowners. The original trails and equestrian space 
would need to be maintained, which would be expensive but by adding a few additional 
amenities it provided the residents with more value with a relatively small increase in 
HOA fees (G. Sealy, personal communication, January 15, 2016).  
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Andy Thompson, from Kaysville City, explained the City’s perspective on the 
Sunset Equestrian Estates and how it was developed. Thompson discussed the 
subdivision ordinance was a driving force for the creation of the community. The 
ordinance allowed for rezoning, receiving a higher density allotment, in exchange for 
providing open space. The open space in the community was negotiated between the city 
and the developer; but public hearings also shaped a lot of the recreation amenities in the 
community. Thompson said the developers listened to the public’s want and needs, as 
well as provided many of their own ideas. The equestrian trail and barn came from the 
developers listening to the publics’ want of still being able to ride their horses in this 
area. The public spoke up, demanding for equestrian trails, which provided the 
opportunity for the developer to create an equestrian themed community. Once the open 
space was negotiated the city was gifted a 10 acre parcel of land for a public park, which 
would be developed at a future date. The rest of the recreation in the community was to 
be private spaces built by the developer and maintained by the HOA (A. Thompson, 
personal communication, January 13, 2016). 
Dixie Kramer, is the HOA manager for Sunset Equestrian Estates. She is part of a 
private HOA management company which runs many HOA developments. Kramer said 
“Sunset Equestrian Estates is one of my most successful HOAs. The residents are very 
proud of their community and it shows because they are very engaged in the HOA 
process. They recognized the sense of place they are paying for and they want to make 
sure it works” (D. Kramer, personal communication, January 15, 2016). From Kramer, 
the researcher was able to learn the recreation amenities provide a sense of community 
and a value to the community. She knows the residents and believes many of them would 
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have chosen to move to other communities if it were not for the recreation amenities in 
the community. Because the HOA fee is relatively low, for all the value and recreation 
amenities the residents receive, it is a contributing factor to why the residents moved to 
the community. As well, Kramer said the residents are protective of their community and 
do not want everyone using the amenities, which they are paying for. Recreation 
amenities are very important to the residents and created a brand the residents were 
willing to pay for (D. Kramer, personal communication, January 15, 2016). 
It is unclear, from the interviews and site observation, if the residents living in the 
community own horse and keep them in the barn or if the equestrian barn is used more by 
others living in the surrounding communities. The equestrian theme is strong throughout 
the community and is a heritage to the place whether or not all the residence own horses 
and use the equestrian trails and barn.  
These interviews and the site examinations show recreation has enhanced the 
brand of this community and created a greater sense of community the residents were 
seeking and willing to pay for, even if they do not own a horse and use the equestrian 
amenities. A great deal of the enhanced branding in this community is equestrian driven 
because of the history of the location. This area has a long history of people owning and 
riding horses in this area. The developers were able to capitalize on this history and create 
a community focused on equestrian activities; even the streets are named with the 
equestrian theme. The subdivision ordinance also influenced the inclusion of recreation in 
the community, because it allowed for smaller lot sizes in the community. Including the 
recreation amenities in the community, specifically having an equestrian emphasis, 
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influenced the residents choice to live in Sunset Equestrian Estates and enhanced the 
community brand.  
 
Utah Lake Resort Community 
The Utah Lake Resort Community was built at the end of the 1990’s. It is located 
on the west side of Utah Lake and is 35 miles south of Salt Lake City. The developers 
helped to found the city of Saratoga Springs, leading to the Utah Lake Resort Community 
being the first community built in the city. Before Saratoga Springs was a city, the area 
was historically an amusement park. Although the amusement park did not succeed, 
many people still enjoyed coming to the area because of the natural hot springs. The hot 
springs are one of the reasons the developer decided to place a community in this 
location. Figure 10 provides a plan view of the layout of the community. The recreation 
and spaces in the community are brighter and highlighted more than the lots; providing 
Figure 10. Mike Dortch’s Master Planned Development Community Design: 
Utah Lake Resort Community. From Sarah Carroll, (2016), Saratoga Springs 
City Senior Planner. 
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context of the housing lots and the recreation included in the community. Specifically, 
there is an emphasis of the location of the community in relation to Utah Lake, which the 
community is named after (“Utah Lake Resort Community. Saratoga Springs Owners 
Association- SSOA,” 2015). 
This community is a golf course community including 720 single family homes 
and condos, as shown in Table 23 on the following page. Recreation amenities in the 
community include trails, open spaces, view areas, volleyball and basketball courts, parks 
and playground, multiple club houses, a geothermal pool heated by the natural springs, 
and a private boat marina to Utah Lake, diagramed in Table 24. Figure 11, below, shows 
the main club house and park area in the community: including pool, open space, 
volleyball court, and historic pavilion.  
 
Figure 11. Utah Lake Resort Community: Main Park. From Lynda D. D. Smith. 
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Table 23 
Utah Lake Resort Community Description 
Size of 
Community 
# of Units 
720 Single 
Family Homes + 
Town Homes & 
Condos  
Location City Saratoga Springs  
Acreage Total 
Development 
640 
 
Acreage Open Space 
Area 
220 
 
Type of 
Community 
Equestrian   
55+   
Gated   
Golf Course   
Conventional 
Development 
 
 
Traditional 
Neighborhood 
Development 
 
 
Developer 
  
Mike 
Dortch 
Notes 
  
Included 
horseshoes.  
 
 
 
The community was named after Utah Lake and the lake is a main focus for the 
branding for the community. With the community being on Utah Lake, it provides a 
beautiful view for residents to enjoy, as shown in Figure 12. Figure 12 also provides a 
view of the natural hot springs in the community flowing into Utah Lake near the private 
boat marina. Utah Lake is also a recreation opportunity for residents with its private boat 
marina and access to the lake 
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Table 24 
Utah Lake Resort Community Recreation Amenities Advertised vs Built 
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Equestrian 
Observed  
Advertised  
Natural/Naturalistic Water Amenities 
Observed  
Advertised  
Built Water Recreation Amenities 
Observed  
Advertised  
Club House 
Observed  
Advertised  
Community Gardens 
Observed  
Advertised  
Playgrounds/Parks 
Observed  
Advertised  
Activity Specific Courts – i.e. 
basketball, tennis, volleyball, Frisbee 
golf 
Observed 
 
Advertised  
Golf Course 
Observed  
Advertised  
Open Space/Picnic 
Areas/Pavilion/Wildlife Viewing 
Observed  
Advertised  
Trails/Paths 
Observed  
Advertised  
 
  
Figure 12. Utah Lake Resort Community: View of the Hot Springs and Utah 
Lake. From Lynda D. D. Smith. 
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The recreation amenities nearby the community, as shown in Table 25, include 
Utah Lake and access to public lands. The west side of Utah Lake is still experiencing 
high growth and development; it is considered a young city and therefore does not 
include many extra amenities. Examining these tables allows for a quick understanding of 
the community and the recreation attributes of the community. Table 26 further analyzes 
the spaces into passive and active recreation amenities. The community provides a 
variety of different passive and active opportunities for residents to enjoy. With the golf 
course, boat marina, and activity courts there are many opportunities for residents to be 
active in their own community. If residents prefer more passive recreation there are many 
opportunities to take a stroll along the trails, sit by the lake and enjoy the view or meet up 
with friends at the club house. Figure 13 and 14, provide examples of the active and 
passive recreation options in the community. As well, Figure 15 shows the golf course in 
the community. 
Figure 13. Utah Lake Resort Community: Active Recreation Space. From Lynda 
D. D. Smith. 
 95 
 
 
 
Figure 14. Utah Lake Resort Community: Passive Recreation Area. From Lynda 
D. D. Smith. 
 
Figure 15. Utah Lake Resort Community: View of Golf Club House, Golf 
Course, Community and Utah Lake. From Lynda D. D. Smith. 
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Table 25 
Utah Lake Resort Community Recreation Amenities Nearby Advertised vs Built 
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Golf 
Built  
Advertised  
Naturalistic/Natural Water 
Built  
Advertised  
Wildlife Viewing 
Built  
Advertised  
Lifestyle Centers 
Built  
Advertised  
Regional Parks 
Built  
Advertised  
Museums 
Built  
Advertised  
Ski Resorts 
Built  
Advertised  
Public Lands 
Built  
Advertised  
Trails 
Built  
Advertised  
Figure 16. Utah Lake Resort Community: Private Community Sign. From Lynda 
D. D. Smith. 
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Table 26 
Utah Lake Resort Community Recreation Amenities Passive vs Active Spaces 
 
 
 
Mike Dortch developed this community after an idea from his wife. The strong 
history of recreation on the west side of Utah Lake drove many of the recreation 
amenities included in the community. Historically this area was a large resort with an 
amusement park, including rides and one of the largest Ferris wheels west of the 
Mississippi. After the resort closed down, people still visited this area because of the 
natural hot springs and access to Utah Lake; where people would picnic along the lake 
and go boating (M. Dortch, personal communication, November 30, 2015). 
Dortch wanted to work with the history of the place to make the community 
special. One of the amenities includes was a restored 100 year old picnic pavilion and  
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Equestrian 
Passive  
Active  
Natural/Naturalistic Water Amenities 
Passive  
Active  
Built Water Recreation Amenities 
Passive  
Active  
Club House 
Passive  
Active  
Community Gardens 
Passive  
Active  
Playgrounds/Parks 
Passive  
Active  
Activity Specific Courts – i.e. basketball, 
tennis, volleyball, Frisbee golf 
Passive  
Active  
Golf Courses 
Passive  
Active  
Open Space/Picnic 
Areas/Pavilion/Wildlife Viewing 
Passive  
Active  
Trails/Paths 
Passive  
Active  
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Table 27 
Utah Lake Resort Community Recreation Amenities Private vs Public Spaces 
 
 
 
 
 
 
 
 
 
 
 
 
 
a park along Utah Lake, as seen in Figure 17. Another way Dortch included the history of 
the place was with using the hot springs to heat the community pool. By using a 
geothermal heating system, Dortch was able to create a pool which is heated year round 
by the hot springs.  
The Utah Lake Resort Community is also a golf community. Dortch explained the 
golf community was included as a financial decision. When the community was built 
there were no commercial or other residential developments in the area. By providing a 
golf course, Dortch believed it would provide an incentive for people to drive to the west 
side of the lake to visit or move to the community. “Golf courses take up a lot of ground 
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Equestrian 
Public Space  
Private Space  
Natural/Naturalistic 
Water Amenities 
Public Space  
Private Space  
Built Water Recreation 
Amenities 
Public Space  
Private Space  
Club House 
Public Space  
Private Space  
Community Gardens 
Public Space  
Private Space  
Playgrounds/Parks 
Public Space  
Private Space  
Activity Specific Courts 
– i.e. basketball, tennis, 
volleyball, Frisbee golf 
Public Space 
 
Private Space  
Golf Courses 
Public Space  
Private Space  
Open Space/Picnic 
Areas/Pavilion/Wildlife 
Viewing 
Public Space  
Private Space 
 
Trails/Paths 
Public Space  
Private Space  
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but it makes the remainder of the ground more valuable and more marketable” (M. 
Dortch, personal communication, November 30, 2015). Providing a golf course in the 
community, along with the other amenities, Dortch believed his community was more 
successful. Without these amenities, he does not believe he would have been able to 
attract the prominent house builders or residents to buy the homes. The amenities created 
the value he was looking for (M. Dortch, personal communication, November 30, 2015).   
 None of the city official Dortch worked with to create the Utah Lake Resort 
Community still work with the city. The researcher was able to speak with Sarah Carroll, 
a current Saratoga Springs city employee and who is working with developers which are 
adding onto the original community. Carroll was familiar with some of the history of the 
original development. In the development agreement, including the golf course and a trail 
system were agreed upon to meet the open space amenities requirement. The trail was 
needed to provide a connection to the Jordan River Parkway. The city did not require or 
Figure 17. Utah Lake Resort Community: Restored Historic Pavilion. From 
Lynda D. D. Smith. 
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encourage any other recreation amenities because of the many amenities the developer 
was already including based off of the history of the site (S. Carroll, personal 
communication, February 12, 2016). 
 The researcher was able to speak with two members of the HOA board for the 
Utah Lake Resort Community, Robert Krejci and Nancy Hart. Both provided similar 
themed answers to the researcher’s questions. Krejci and Hart believed the recreation 
amenities create a sense of place for the community. “People feel our particular 
community is a resort” (R. Krejci, personal communication, November 30, 2015). People 
specifically move to the community because of the recreation amenities and the resort 
like atmosphere. Specifically, the recreation “provides a gathering place… and a 
community purpose” (N. Hart, personal communication, December 2, 2016). Residents 
view the recreation amenities positively and value them. There are not many 
communities built on the west side of Utah Lake and having a private boat marina and 
homes backing the lake has proved to be why several residents chose to move to this 
community, even though there were not many amenities, such as stores, nearby when it 
was originally built.  
Generally everyone seemed pleased with the amenities provided but a few of the 
seniors would like to see a senior center added. There are many young families in the 
community, but there are also several retired couples in the community. Saratoga Springs 
is a newer community and does not have a senior center. The residents believe the 
community could meet this need by providing a senior center for the older residents. 
Overall the residents are pleased with the recreation amenities in the community and 
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believe they add to the value and sense of community (N. Hart, personal 
communication, December 2, 2016; R. Krejci, personal communication, November 30, 
2015).  
 After talking with the developer, Saratoga Springs, and HOA members, the 
researcher was able to gather an understanding of the recreation branding of the 
community. Historically the area was used for recreation and the developer continued to 
use the recreation brand to build a recreation resort community. Including a golf course in 
the community added additional value and opportunities for the residents to enjoy. The 
recreation has played an important role in creating an identity of this community and 
making it successful among residents and other citizens. This Utah Lake Resort 
Community is thriving with a brand enhanced by the recreation amenities provided in the 
community. 
 
Daybreak & Garden Park at Daybreak 
The Daybreak community is located in South Jordan, just 23 miles south and west 
of Salt Lake City. Rio Tinto Kennecott built Daybreak on a piece of land they owned. 
The idea for this community was to be a complete community, to create a place where 
residents do not have to leave the community for any need, unless they want to. Daybreak 
is a large 20,000 unit development, at full build out, with only 4,500 units currently built 
as described in Table 28. The development is broken up into many different villages. One 
of the built villages was a 55+ community called Garden Park at Daybreak. Daybreak 
also includes a commercial downtown area called SODA Row and many open spaces and 
recreation amenities. Future phases of the development will include more commercial 
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and work opportunities. This community was also designed to be a walkable community 
to allow residents to walk anywhere in the community and enjoy the many amenities in 
the community without having to get in their car (“Utah new homes - homes, shops, 
schools in Utah’s best new community,” 2016). Figure 18 shows the plan view of the 
community and the recreation in all of Daybreak. 
 
 
Figure 18. Rio Tinto’s Master Planned Development Community Design: 
Daybreak. From Cameron Jackson, (2016), Daybreak Community Developer. 
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Table 28 
Daybreak Community Description 
  
Size of 
Community # of Units 
20000 
units  
Location 
City 
South 
Jordan  
Acreage 
Total 
Development 
4000 
 
Acreage 
Open Space 
Area 
1040 
 
Type of 
Community 
Equestrian  
 
55+   
Gated  
 
Golf Course  
 
Conventional 
Development 
 
 
Traditional 
Neighborhood 
Development 
 
 
Developer 
  
Rio Tinto 
Notes 
  
SODA Row - 
a little retail 
in the center 
of the 
development. 
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The recreation amenities provided in the community are listed in Table 29. 
Daybreak provides a variety of recreation amenities in many areas of the development, to 
allow all residents to have access to some open space. Some of the amenities included in 
the community were trails, pools, park spaces, community gardens, and activity courts. 
Figure 19 shows an example of a park in the Daybreak Community.  
Table 30 shows there are not many recreation amenities near the development. 
When Daybreak was built, it was built away from other development and opportunities. 
Other places were not considered for the development because Rio Tinto already owned 
the property. Since the community was built, South Jordan has connected city trails to the 
development but they remain as the single nearby recreation amenities for residents. 
Table 31 breaks down the recreation spaces in the community into passive and 
active recreation opportunities. There are many passive and active recreation 
opportunities provided for the residents. Some of the passive opportunities include 
community gardens, open green space, a man built lake. The active opportunities include 
Figure 19. Daybreak Community: Park including pavilion, open space, playground and 
pool. From Lynda D. D. Smith. 
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parks and playgrounds, trails and swimming pools. Figures 20 and 21 provide 
examples of the active and passive recreation amenities in the community.  
 
 
Table 29 
Daybreak Recreation Amenities Advertised vs Built 
 
  
R
ec
re
a
ti
o
n
 O
n
 S
it
e 
Equestrian 
Observed  
Advertised 
 
Natural/Naturalistic Water 
Amenities 
Observed  
Advertised 
 
Built Water Recreation 
Amenities 
Observed 
 
Advertised 
 
Club House 
Observed 
 
Advertised 
 
Community Gardens 
Observed 
 
Advertised 
 
Playgrounds/Parks 
Observed 
 
Advertised 
 
Activity Specific Courts – 
i.e. basketball, tennis, 
volleyball, Frisbee golf 
Observed 
 
Advertised  
Golf Course 
Observed  
Advertised 
 
Open Space/Picnic 
Areas/Pavilion/Wildlife 
Viewing 
Observed 
 
Advertised  
Trails/Paths 
Observed 
 
Advertised 
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Table 30 
Daybreak Recreation Amenities Nearby Advertised vs Built 
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Golf 
Built  
Advertised  
Naturalistic/Natural Water 
Built  
Advertised  
Wildlife Viewing 
Built  
Advertised  
Lifestyle Centers 
Built  
Advertised  
Regional Parks 
Built  
Advertised  
Museums 
Built  
Advertised  
Ski Resorts 
Built  
Advertised  
Public Lands 
Built  
Advertised  
Trails 
Built  
Advertised  
Figure 20. Daybreak Community: Active Playground. From Lynda D. D. Smith. 
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Table 31 
Daybreak Recreation Amenities Passive vs Active 
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Equestrian 
Passive  
Active  
Natural/Naturalistic Water Amenities 
Passive  
Active  
Built Water Recreation Amenities 
Passive  
Active  
Club House 
Passive  
Active  
Community Gardens 
Passive  
Active  
Playgrounds/Parks 
Passive  
Active  
Activity Specific Courts – i.e. basketball, 
tennis, volleyball, Frisbee golf 
Passive  
Active  
Golf Courses 
Passive  
Active  
Open Space/Picnic Areas/Pavilion/Wildlife 
Viewing 
Passive  
Active  
Trails/Paths 
Passive  
Active  
Figure 21. Daybreak Community: Passive Area along Oquirrh Lake, with trail 
and picnic tables. From Lynda D. D. Smith. 
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Many of these amenities are considered private, such as club houses, swimming 
pools, and community gardens, as shown in Table 32. There are a few public spaces in 
the community; trails and parks. Since South Jordan City trails connect into the 
community, many amenities and areas need to be public. In the future, there will be more 
activity sports fields built, which will be programed for the all the residents of South 
Jordan to use and will be managed by South Jordan City. Providing these many private 
and public amenities expresses the importance of recreation to enhancing the community 
brand identity. Rio Tinto provided amenities for the residents to enjoy opportunities and 
experiences in their own community by creating a complete community with recreation 
and commercial spaces. 
 
Table 32 
Daybreak Recreation Amenities Private vs Public Spaces 
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Equestrian 
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Private Space  
Natural/Naturalistic Water Amenities 
Public Space  
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Built Water Recreation Amenities 
Public Space  
Private Space  
Club House 
Public Space  
Private Space  
Community Gardens 
Public Space  
Private Space  
Playgrounds/Parks 
Public Space  
Private Space  
Activity Specific Courts – i.e. basketball, 
tennis, volleyball, Frisbee golf 
Public Space  
Private Space  
Golf Courses 
Public Space  
Private Space  
Open Space/Picnic 
Areas/Pavilion/Wildlife Viewing 
Public Space  
Private Space  
Trails/Paths 
Public Space  
Private Space  
9
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Garden Park  
Garden Park is a village designed as a 55plus active community within Daybreak 
and the plan view is shown in Figure 22 below. This village is an opportunity for 
residents of similar life circumstances to come together and enjoy their later years. This 
village has its own club house, community gardens, tennis courts and open space, 
allowing residents to have a private space away from the hustle and bustle of the other 
residents. The website says “But you’re also nicely tucked away from the tricycle crowd. 
Because you’ve earned that” (“Garden Park Village,” n.d.). Although it is tucked away,   
the residents still have access to all of the other amenities and opportunities the Daybreak 
community provides all of the residents. 
Tables have been created to explain the community identity and recreation 
provided in the Garden Park Village at Daybreak. Table 33 provides the description and 
details of Garden Park; identifying the community as for 55plus individuals with 402 
units. The next table, Table 34, shows the recreation specifically provided for the 
residents of Garden Park. The center of all the recreation in Garden Park is their club 
house. It is the first building visible at the entrance of the community and welcomes 
residents home. Figure 23 provides a picture of the Club House in Garden Park.  
Table 35 is the same as Table 30 for Daybreak because Garden Park does not 
have access to extra nearby amenities. Residents of Garden Park can access the private 
amenities in Daybreak as they still resided in their community and therefore these 
amenities are not considered extra nearby amenities. 
 
110 
  
  
Figure 22. Rio Tinto’s Master Planned Development Community Design: 
Garden Park at Daybreak. From Cameron Jackson, (2016), Daybreak 
Community Developer.. 
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Many of the recreation amenities provided to Garden Park residents are passive 
recreation amenities, as seen in Table 36. An example of these amenities are community 
gardens, trails, open spaces and a club house. The two active recreation amenities are the 
tennis courts and the swimming pool behind the club house. Having more passive 
recreation amenities in a 55plus community is reasonable because residents are likely 
looking for opportunities to spend time relaxing now that they do not have to stress about 
work.  
Table 37 demonstrates the amenities in Garden Park are private amenities. This 
village was designed to provide a place for residents to have their own amenities and 
spaces to  
Figure 23. Garden Park Village: Club House. From Lynda D. D. Smith. 
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Table 33 
Garden Park at Daybreak Community Description 
 
  
Size of 
Community # of Units 402 units 
 
Location 
City 
South 
Jordan  
Acreage 
Total 
Development 
Not 
specified 
 
Acreage Open Space 
Area 
Not 
specified  
Type of 
Community Equestrian  
 
55+  
 
Gated  
 
Golf Course  
 
Conventional 
Development 
 
 
Traditional 
Neighborhood 
Development 
 
 
Developer 
  
Rio Tinto 
Notes 
  
Located 
just west 
of SODA 
Row. 
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Table 34 
Garden Park Recreation Amenities Advertised vs Built 
 
 
 
Table 35 
Garden Park Recreation Amenities Nearby Advertised vs Built 
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Observed  
Advertised  
Natural/Naturalistic Water Amenities 
Observed  
Advertised  
Built Water Recreation Amenities 
Observed  
Advertised  
Club House 
Observed  
Advertised  
Community Gardens 
Observed  
Advertised  
Playgrounds/Parks 
Observed  
Advertised  
Activity Specific Courts – i.e. basketball, 
tennis, volleyball, Frisbee golf 
Observed  
Advertised  
Golf Course 
Observed  
Advertised  
Open Space/Picnic Areas/Pavilion/Wildlife 
Viewing 
Observed  
Advertised  
Trails/Paths 
Observed  
Advertised  
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Golf 
Built  
Advertised  
Naturalistic/Natural Water 
Built  
Advertised  
Wildlife Viewing 
Built  
Advertised  
Lifestyle Centers 
Built  
Advertised  
Regional Parks 
Built  
Advertised  
Museums 
Built  
Advertised  
Ski Resorts 
Built  
Advertised  
Public Lands 
Built  
Advertised  
Trails 
Built  
Advertised  
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Table 36 
Garden Park Recreation Amenities Passive vs Active 
 
use. As the website said, this is an area for residents of similar life stages to interact and 
not deal with crowds of younger people (“Garden Park Village,” n.d.). The trails and 
some open spaces are public because they connect to other amenities in Daybreak. 
Garden Park is a community using exclusivity to identify themselves and attract residents 
meeting a specific criteria. In this case, Garden Park is looking to have residents that are 
55 and older looking to have an active lifestyle. This exclusivity is creating a community 
brand identity which is being enhanced by the recreation amenities being included in the 
community. Cameron Jackson of Rio Tinto discussed the reasoning behind the building 
of the development and the recreation amenities. One of the reasons recreation was 
included was to differentiate Daybreak from other developments. Including these 
  
R
ec
r
ea
ti
o
n
: 
P
a
ss
iv
e 
v
s 
A
ct
iv
e 
S
p
a
ce
s 
Equestrian 
Passive  
Active  
Natural/Naturalistic Water Amenities 
Passive  
Active  
Built Water Recreation Amenities 
Passive  
Active  
Club House 
Passive  
Active  
Community Gardens 
Passive  
Active  
Playgrounds/Parks 
Passive  
Active  
Activity Specific Courts – i.e. basketball, tennis, 
volleyball, Frisbee golf 
Passive  
Active  
Golf Courses 
Passive  
Active  
Open Space/Picnic Areas/Pavilion/Wildlife Viewing 
Passive  
Active  
Trails/Paths 
Passive  
Active  
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Table 37 
Garden Park Recreation Amenities Private vs Public Space 
 
 
amenities separated it from what where called “regular subdivisions” and create a unique 
place to live (C. Jackson, personal communication, January 28, 2016). Recreation 
amenities were also included because Rio Tinto designed lots to have small yards. With 
small yards, Rio Tinto needed to provide more opportunities in the community for 
residents to use, enjoy and interact in common spaces. The developers also considered 
the potential residents when designing the community. “We found people in Utah are 
health conscious and … opportunities, not only to recreate but to exercise and things like 
that are important to them” (C. Jackson, personal communication, January 28, 2016). The 
developers wanted to include opportunities for residents to exercise in their own 
community. They were able to do this by creating trails throughout the whole community 
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Private Space  
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Activity Specific Courts – i.e. basketball, 
tennis, volleyball, Frisbee golf 
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Golf Courses 
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Open Space/Picnic 
Areas/Pavilion/Wildlife Viewing 
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Trails/Paths 
Public Space  
Private Space  
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and specifically a 5k loop around Oquirrh Lake. Creating the trails allowed opportunities 
to exercise, as well as to reach amenities in the community without having to use a car 
and a road (C. Jackson, personal communication, January 28, 2016).  
When discussing the recreation amenities the developer said they considered 
many different opportunities. One of the opportunities considered was miniature golf. But 
after studying opportunities, using focus groups and looking at the finances, Rio Tinto 
decided to create amenities which were more focused to a broad range of people. The 
best way of creating value for residents was to provide amenities which many residents 
would enjoy and use. Having surveyed and talked with residents the developers have 
been able to gain an understanding that residents do generally value the recreation the 
developers provided, “otherwise people would not have moved here or stayed living 
here” (C. Jackson, personal communication, January 28, 2016). 
Greg Schindler of South Jordan discussed the recreation amenities and 
development of Daybreak. South Jordan City required the Daybreak development to 
include 25 percent of their development as open space. Part way through the project the 
developers renegotiated the development agreement to include more commercial and 
industrial spaces, but they were required to maintain the same amount of open space, 25 
percent. Including a lot of open space was always important for the city of South Jordan. 
Once the community is developed, Rio Tinto will give 200 acres of open space to the 
city, 88 acres of which will be active sports fields. These sport fields will be available to 
all the residents of South Jordan. South Jordan is encouraging the development of the 88 
acres to be completed quickly and to possibly include more active recreation fields to 
help relieve the pressure on other recreation amenities in the city. Daybreak’s population 
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is approximately 12,000 people, one fourth of the population of South Jordan and the 
city is facing pressure of those residents using the active fields elsewhere in the city. 
There is higher traffic, not enough parking at those parks and overcrowding happening. 
Once the 88 acres of active fields are built there will be more space and opportunities for 
all the residents of South Jordan (G. Schindler, personal communication, November 30, 
2015).  
Currently, South Jordan City is not involved in the maintenance of many 
Daybreak recreation amenities. They do maintain some of the trails in the community 
since city trails go through the community. South Jordan also helps with one 17 acre 
passive park which connects to the city trails and provides viewing opportunities. The 
city will eventually receive more property to manage and maintain. One of the recreation 
amenities they will acquire will be Oquirrh Lake. Schindler admitted the city was not 
ready to take over the amenity at this time but will be in the future (G. Schindler, 
personal communication, November 30, 2015).   
Daybreak has set up their own HOA management group called Live Daybreak. 
The Live Daybreak website describes the group as “a local council working to enhance 
the community, open minds, bring people together and make a difference in the world” 
(“Live Daybreak,” n.d.). They are in charge of enforcing the HOA rules, maintaining the 
amenities, they have someone helping residents to organize clubs and they resolve 
problems. Cindy Spillane is the Live Daybreak manager and was able to answer the 
researcher’s questions. When discussing the sense of community the recreation provides 
Spillane said “when [recreation] is within your own neighborhood that adds a 
marketability to your home value” (C. Spillane, personal communication, December 7, 
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2015). She explains one of the reasons residents chose to live in Daybreak was because of 
the recreation. The community was designed to be a “live, work, play” community. 
Residents have the opportunity, when they come home, to use the recreation amenities in 
the community instead of having to leave and go somewhere else and this was a reason 
why many residents moved to the community (C. Spillane, personal communication, 
December 7, 2015). 
Spillane explained the recreation was viewed positively by the residents. 
Generally the residents were happy with the recreation amenities provided in the 
development. Since Daybreak is still being developed, Spillane has said they plan for the 
community to be able to change and fit the needs of the residents. Daybreak surveys the 
residents every two years. From these surveys the community members have shaped the 
community to include the different amenities the residents are seeking and will be able to 
continue to shape future additions to the recreation (C. Spillane, personal communication, 
December 7, 2015).  
After analyzing all of the data on Daybreak and the associated Garden Park, the 
researcher was confident the recreation has enhanced the branding of the Daybreak 
community. The developer’s researched future residents and found recreation to 
encourage exercise was going to be important for the residents. This influenced the 
design of Daybreak to include many active related recreation amenities. As well, the 
developers were trying to reach a broad range of residents therefor they included passive 
recreation amenities too. These amenities created a value in the community which 
residents have come to enjoy. Live Daybreak was able to show recreation plays a positive 
role in the community and are important amenities for the residents.  
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The design of Daybreak was to be a “Live, Work, Play” community. A unique 
attribute Rio Tinto included was different villages, specifically including a 55plus 
community village. This exclusivity technique created a brand for the 55plus village 
which was shaped by the recreation amenities included. The amenities included were 
specific for older people to enjoy away from the younger population. The other villages 
had many spaces and recreation amenities included for a younger population to enjoy. 
Creating different villages and including recreation amenities for different age groups add 
to a unique community identity and opportunity. The developers succeeded in creating 
Daybreak by providing many recreation amenities for the residents to enjoy which 
enhanced the brand identity of the community 
 
Overall 
 Analysis of the four selected cases illuminated recreation as an important part of 
each of these MPCs. Developers generally include recreation in their communities 
because of the value it provided. In all of the developments, the cities had a required 
amount of open space to be included in the developments which encouraged more 
recreation to be built in each of the MPCs. Each of the HOA’s repeatedly expressed the 
value and positive view residents have on the recreation in their community. Based on all 
of the information collected, recreation has enhanced the brand in these MPCs.  
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CHAPTER X 
DISCUSSION 
 
Results of Methods 
 
Recognizing which results originated from the different research methods is an 
important part of the discussion and understanding the results for this study. The main 
research methods used in this study were the site observations compared with the website 
examination and the conducted surveys. These methods provided the information 
necessary to explaining that recreation does enhance the brand of MPCs. The analysis of 
the research methods used to discover the results of this study are diagramed in Table 38. 
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Site Observations 
 Observing each of the MPCs was important to providing supplemental 
information needed to help the researcher fully understand the MPCs, the recreation 
amenities and the recreational enhancement of the brand in the MPCs. Specifically, the 
researcher was able to analyze the gathered data to determine the type of MPCs, the 
location of nearby recreation amenities, the location of the recreation, determining if the 
recreation spaces were active or passive and determining if the amenities were private or 
public spaces. The site observations and the analysis of the collected data provided the 
necessary information to determine the recreation enhancement of the MPCs brand 
identity. 
 
Surveys 
 The researcher interviewed developers, city planners and HOA members involved 
with each of the MPCs. Each of these individuals were able to provide a unique 
perspective on the community and the recreation amenities. The purpose of interviewing 
these individuals was to further understand the brand enhancement the recreation 
provided the MPCs. 
Developers. The researcher wanted to discuss the community and the recreation 
amenities designed into the community with each of the developers. Interviewing the 
developers allowed the researcher to understand part of the motivation behind the 
inclusion of recreation amenities and specifically why the included amenities were 
selected. Understanding the motivation was essential for identifying if the recreation in 
the community could be a contributing factor to the enhancement of the brand in the 
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MPCs. From these interviews the findings included that recreation was motivated by the 
ability to increase the value and marketability of the MPCs. Using the recreation in this 
way demonstrated the recreation amenities were used by developers to enhance the brand 
of the MPCs. 
City planners. The researcher desired to interview the city planners to provide 
insight into the city’s role in the recreation amenities. Interviewing the city planners was 
informational and provided ample information the researcher was searching for. 
Specifically, the researcher wanted to know which amenities the city required and were 
maintaining. Knowing these details provided additional motivation behind the inclusion 
of recreation amenities. With a city required amenity it may not have been viewed as 
valuable and important to the developer, meaning it was less important to the recreational 
branding of the MPCs in the eyes of the developer. As well, knowing which spaces were 
maintained by the city informed the researcher on which spaces were private and which 
space were public. The knowledge of how spaces were identified provided insight into 
how the amenities were viewed in the eyes of the residents. Residents were likely to 
value the recreation amenities they pay for higher than the public spaces.  
HOA Members. Interviewing HOA members was significant for providing 
insight into how residents living in the MPCs and using the recreation amenities valued 
them. As well, it provided insight to if recreation amenities were a contributing factor in 
the residents’ decision to live in the MPCs. The researcher was able to determine that 
recreation amenities were a contributing factor to why residents chose to live in the 
MPCs and without the amenities it is likely the residents would have chosen to live in 
other communities. In simple terms, the recreation amenities provided a sense of place 
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the residents were looking for when choosing a community to live in. From the 
interviews, it is apparent the residents positively viewed the recreation amenities and 
highly valued them.  
 From the conducted interviews the researcher was able to learn of resident driven 
recreation programs taking advantage of the recreation amenities in the MPCs. For 
example, Sunset Equestrian Estates HOA and residents put on a summer festival every 
year. The festival includes a 5k race, summer activities, balloon artist and refreshments in 
the community parks. In this community it is the recreation which helps to bring the 
residents together and to create a community atmosphere (D. Kramer, personal 
communication, January 15, 2016). Daybreak is another example of recreation 
programing being driven by the residents because of the recreation amenities available in 
the community. For example, with Oquirrh Lake having a 5k length path around it 
Daybreak holds multiple 5k races, triathlons and bike races every year. The HOA hired a 
member to oversee resident recreation clubs and activities. Their role was to create 
excitement and desire for activities and then leave the details up to the residents. This 
movement has started many clubs and opportunities for the residents to come together 
and enjoy the recreation amenities as neighbors (C. Jackson, personal communication, 
January 28, 2016).  
 The surveys provided fundamental information for the understanding of the 
information gained from the website examination and the site observations. With all of 
the collected data and research conducted it was determined recreation does enhance the 
branding in MPCs. Without the surveys it would have been difficult to answer the 
research question and to determine that recreation does enhance the brand of MPCs 
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Future Research Methods 
This was a qualitative research study employing observations and interviews to 
gather data. The current study does not determine if there is any monetary consequences 
associated with using recreation to enhance a community brand. Future research could 
use a quantitative study approach to place a monetary value on the recreational 
enhancement of a community brand. 
 
Comparison of Selected Master Planned Communities 
 
 Having examined each community and conducted the necessary surveys to gain 
an understanding of how recreation has enhanced the brand identity in the individual 
MPCs, it was vital to compare and contrast the MPCs to find themes and differences 
between the communities. The comparison was completed by creating multiple tables to 
break down the different areas of interest in the study. Each of these tables will be 
examined and discussed to provide further insight to how recreation enhances the brand 
in MPCs. 
 
Development Profiles of Communities 
 
 The first aspect of the communities the researcher compared was the descriptions 
of the communities. Descriptions include the location of the developments, acreage of the 
developments, the open space acreage, the type of community built and who developed 
the MPCs, as shown in Table 39. Examining these details were important because it set 
the bases for further examination of the recreation spaces in each of the MPCs. Without 
understanding the basics of each community it would be difficult to compare and  
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Table 39  
Master Planned Community Descriptions 
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understand the similarities and differences of the MPCs. The similarities of these 
communities were few because the aim of the study was to find differing communities to 
provide a broader understanding of recreation enhancement of brands in MPCs. 
However, there are three main similarities. First, they are all located within a 40 mile 
radius of Salt Lake City. Second, they are all defined as MPCs. And third, all of these 
communities have placed an emphasis on recreation by providing several recreation 
amenities in the development. 
 There were plenty of differences in these MPCs. The main difference in these 
communities were their overall sizes and the amount of open space included. Daybreak 
was the largest development being built on 4000 acres and Mountain View Estates was 
the smallest development being built on 75 acres. Although the difference in size between 
MPCs was large, the difference in the amount of open space is small, as shown 
previously in Table 39. The Utah Lake Resort Community included the largest amount of 
open space with 36 percent of their development as open space. The majority of the open 
space in the development was the golf course, with some trails and small parks. 
Daybreak, a traditional neighborhood development, was next with 26 percent of their 
development being open space. Much of the open space in Daybreak was their parks and 
trails. Mountain View Estates, a conventional neighborhood development, contained 13 
percent open space. This was a sizable amount of open space considering the total 
development was only 75 acres. The recreation in this community was several parks and 
a green trail. For the developer to include this much open space in this small of 
development shows there was a brand for this community strongly enhanced by the 
recreation. Sunset Equestrian Estates had the least amount of open space with only ten 
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percent open space, in a 230 acre development. The majority of the open space in this 
community was taken up by an equestrian barn and arena, which was eight percent of the 
community’s open space. Even with a small amount of open space included the developer 
was able to capitalize on these spaces and brand the community with recreation.  
 
Comparison of Recreation on Site 
Table 40 displays the recreation amenities included in each of the MPCs. There 
were some reoccurring themes which resonate throughout all of the MPCs. One theme all 
of these communities had in common was a city requirement to include a certain amount 
of open space in the community. Sometimes the requirement of open space came from 
the developer wanting to have higher density in the community. Higher density would be 
allow if additional open space was included in the community. Three of the MPCs were 
required by the city to provide additional open space in the community in exchange for a 
higher density in the development. These three communities were Daybreak, Mountain 
View Estates and Sunset Equestrian Estates. Sometimes the open space requirement 
included was a certain amenity to be build and sometimes the open space requirement 
was an amount of space which the developer could do what they wanted with. Daybreak, 
Mountain View Estates and the Utah Lake Resort Community were required to include 
specific open space elements. South Jordan asked Daybreak to include active recreation 
fields in their community, helping to relieve pressure on the other amenities in South 
Jordan. Woods Cross asked Mountain View Estates to include a green trail in the 
community, allowing for maintenance on utility pipes and providing a water retention 
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area when necessary. And Saratoga Springs asked the Utah Lake Resort Community to 
include a trail system, especially connecting to the Jordan River Parkway Trail.  
 
Table 40  
Comparison of Recreation on Site in Master Planned Communities 
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Whether the recreation was required or voluntary there were several trends of 
which recreation amenities were included in the MPCs. There were four amenities which 
were included in every community: trails, open spaces, an activity court and a pool. 
Talking with the developers several of them admitted these four amenities are the 
amenities which sell. For additional value and marketing purposes the developers placed 
these amenities in the MPCs. Garrett Sealy of Woodside Homes said “Trails sell. 
1
1
1
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Everyone likes to have a trail system in their community no matter what. And so, 
from our side, if you look at a marketing stand point, the three things that always sell is a 
pool,… a trail system, and then an additional recreation amenity” (G. Sealy, personal 
communication, January 20,2016). Table 40, showed what Sealy and the other developers 
know and shared in their surveys. These four common amenities are the amenities 
developers like to include and the amenities residents’ value and want in their 
community.  
 Each of the communities had a different “additional recreation amenity” to add 
value and to attract residents. The different recreation amenities included a golf course, 
an equestrian barn and trails, natural water, a club house and community gardens. These 
different amenities contribute to a unique brand for each community. For example, the 
golf course along with the hot springs helped to create a resort type identity for the Utah 
Lake Resort Community. The equestrian barn and trails created an equestrian community 
for an area previously branded and known for horse riding. The developers were able to 
capitalize on the existing equestrian brand and enhance it with developing an equestrian 
community and the addition of equestrian amenities. Even though each community used 
a different additional amenity to create a unique identity, each community brand was 
strengthened and enhanced by including the four main recreation amenities and an 
additional amenity. 
 
Comparison of Passive vs Active Spaces of Public 
 As mentioned in the literature review, both active and passive spaces can increase 
the value of property nearby; though passive spaces generally increase the property by 20 
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percent and active spaces increase the property by 10 percent. Properties near passive 
parks generally have higher property value because of the quieter and less intrusive 
nature of a passive parks. Properties near active parks increase in value, but not as much 
as properties near passive parks because of the frequent use of athletic fields or a 
swimming pool and the noise associated with these types of activities (Crompton, 2001; 
Kozloff, 2012). Table 41 shows there were more passive spaces then active spaces 
included in these MPCs, with 21 passive and 16 active amenities included. The MPCs 
generally had equal or greater number of passive amenities than active spaces in the 
community. Sunset Equestrian Estates was the exception by having more active amenities 
than passive amenities because of the equestrian nature of the community.  
The developers believed passive amenities had more value than active amenities 
and therefore included more passive recreation opportunities in the developments. For 
passive spaces, each community included trails and general open space. Each community 
included activity courts and built water amenities for their active recreation amenities. 
The additional active and passive amenities provided were based on the type of 
community and brand the developer had focused on with their recreation amenities. For 
example, Daybreak’s recreation emphasis is on providing spaces for residents to come 
together and interact. This was accomplished by providing club houses and community 
gardens throughout the community. 
The role of passive and active recreation spaces play in enhancing the role of the 
MPCs brand identity could be studied further in future research. A more in depth study of 
property values in relation to active and passive spaces will provide further information 
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Table 41 
Comparison of Active and Passive Recreation in Master Planned Communities 
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on the impact these areas may have on creating or adding to the brand identity of a 
community. Future research may also include studying more MPCs to determine if the 
trend of more passive then active spaces in communities continues to be a theme. 
Understanding the theme of more passive then active spaces will provide additional 
insight to how these different type of spaces impact the recreational branding of MPCs. 
 
Comparison of Public vs Private Spaces 
 The majority of the spaces in the MPCs were identified as private spaces because 
of the nature of the MPCs. These identified spaces are diagramed in Table 42. Public 
spaces in MPCs were spaces were anyone in the city could come and use without being 
the guest of a resident in the MPCs. Private spaces were spaces identified for residents 
and guests of the residents only. All of the MPCs were run and managed by HOAs. Being 
run by an HOA allowed the MPCs to have private spaces which the residents pay to have 
in the community and pay to maintain. The private spaces in the MPCs included built 
water amenities, parks, activity courts and club houses. The majority of these private 
spaces were identified by signs, but did not have security or other personnel ensuring the 
use of HOA members only.  
The public spaces, identified in these MPCs, were the spaces maintained by the 
cities. These spaces included, trails, open spaces, parks/playgrounds and activity courts. 
The public parks and other open spaces were built on land which the developers donated 
to the city, generally in exchange for higher density in the community. Trails were the 
most public spaces in the MPCs because they connect to other trails and other parts of the  
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Table 42 
Comparison of Public and Private Spaces in Master Planned Communities 
R
ec
re
a
ti
o
n
 A
m
en
it
ie
s:
 P
ri
v
a
te
 v
s 
P
u
b
li
c 
S
p
a
ce
s 
 
Master Planned Communities 
D
ay
b
re
ak
 
G
ar
d
en
 P
ar
k
 
at
 D
ay
b
re
ak
 
M
o
u
n
ta
in
 
V
ie
w
 E
st
at
es
 
U
ta
h
 L
ak
e 
R
es
o
rt
 
C
o
m
m
u
n
it
y
 
S
u
n
se
t 
E
q
u
es
tr
ia
n
 
E
st
at
es
 
Equestrian 
Center 
Public Space      
Private Space      
Built Water 
Recreation 
Amenities 
Public Space      
Private Space      
Activity Specific 
Courts - i.e. 
basketball, 
tennis, 
volleyball, 
Frisbee Golf 
Public Space      
Private Space      
Golf Courses 
Public Space      
Private Space      
Natural/ 
Naturalistic 
Water Amenities 
Public Space      
Private Space      
Club House 
Public Space      
Private Space      
Community 
Gardens 
Public Space      
Private Space      
Playgrounds/ 
Parks 
Public Space      
Private Space      
Open 
Space/Picnic 
Areas/Pavilion/ 
Wildlife 
Viewing Areas 
Public Space      
Private Space      
Trails/Paths 
Public Space      
Private Space      
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city outside of the MPCs. Members of the city walk on the trails in these communities as 
they get from point A to point B.  
The Utah Lake Resort Community is the most private community of all the MPCs 
include in this study. The entrance of the community had a sign saying private 
community and had a short rock wall creating an implied barrier between the community 
and the rest of Saratoga Springs. Their website also explained the HOA fees cover 
security in the community, although the researcher did not encounter any security 
personnel patrolling the community or the recreation amenities during the site 
observations. Talking with the HOA members in the Utah Lake Resort Community, they 
expressed to the researcher that residents do not like to share their amenities with 
outsiders. The public amenities in the Utah Lake Resort Community were the golf course 
and part of a trail system connecting to the Jordan River Parkway Trail. Since neither of 
these amenities are managed by the HOA they needed to be available to the public.  
 Daybreak was the second most private community. This MPCs was very large 
and included many spaces which currently were for residents only. Once the MPCs is 
finished developing 200 acres of open space they will gift it to South Jordan and the 
community will become more public, but at the moment it is a private community. The 
club houses, the built water amenities and community gardens were the most easily 
controlled private spaces in the Daybreak. South Jordan City had many trails leading to 
and through Daybreak, making many of the open spaces and parks more public then the 
community and HOA intend them to be. 
Sunset Equestrian Estates is a private community as well. The only public 
amenity in this MPCs were the paths and trails. These trails were open and public, but 
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they do not lead to nearby recreation amenities and there would not be many reasons 
for outside members of the community to walk on the trails through the community. The 
private spaces had fences and gates, creating a private and exclusive environment. To 
have access to the built water amenities and the activity court the user needed to be a 
resident or let in by a resident. 
Mountain View Estates was the most public community. The large Mountain 
View Park, in the northwest corner of the community, was maintained by the city. To 
access this park a user must drive or walk through the community, there is no way to 
access this park without entering the community. There were signs on the HOA run parks 
declaring them for HOA members only, but the built water amenity was the only gated 
amenity. The residents require a key to access the water amenity and outsiders could not 
access it without a resident’s key. Although, this community includes multiple public 
amenities it still provides the residents with many recreation opportunities and the 
amenities increase the brand of the MPCs. 
The residents living in each of the MPCs stated they find the recreation amenities 
positive and they add to the sense of place of their community. Residents were proud of 
their amenities and did not like to share them with the public; private amenities were a 
perk of living in MPCs. Residents had to pay for the amenities but it gave the residents 
some control over the spaces and they were able to avoid the crowds of public spaces. 
Providing private recreation amenities for a community instead of at an individual level, 
such as built water amenities, displays the principle of the economy of scale. It is easier 
for a community to own and maintain a park or a pool then for one family to pay and 
maintain their own park or pool. The amenities included in the community were 
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opportunities for all of the residents to participate in recreation for a smaller fee than if 
they all owned these amenities individually; a benefit of choosing to live in MPCs with 
recreation amenities. Recognizing the principle of economy of scale, with recreation 
amenities, was key to determining the enhancement recreation had on the MPCs brand 
identity.   
This research did not compare HOA fees for the different MPCs. Future research 
could include examining the HOA fees associated with a MPCs compared with the 
private spaces available to the residents. Another area for future research could include a 
study focused on the residents’ perspective on public vs private spaces in their 
community and how they perceive the value of those different spaces. Further research in 
these areas would provide a more in depth understanding of residents’ view and value of 
recreation amenities compared with the brand enhancement they provide the community. 
 
Conclusion 
 
 This qualitative case study examined MPCs and the recreation amenities provided 
in the communities to understand the possible brand enhancement recreation amenities 
provided for MPCs. The study focused on MPCs along the Wasatch Front in Utah, since 
Utah’s population in this area is expected to double by 2050 (Envision Utah, n.d.). Many 
of the developments being built in the next few years will likely be MPCs (Costley, 
2006). Understanding MPCs and the recreation amenities in the communities will help to 
shape the future developments along the Wasatch Front.  
 During this study of MPCs and recreation amenities, previous studies of 
recreation, MPCs and branding were relied upon to set a foundation for this research. The 
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main part of this study examined four MPCs and the recreation amenities in the 
communities to determine if the recreation amenities enhanced the brand of the MPCs. 
The four MPCs had different recreation emphasis, which provided a broader 
understanding of how recreation enhances the branding in MPCs. 
Through the use of website examination and site observations, the recreation 
amenities on site were determined to be a focus in the MPCs. By supplementing the 
website examination and site observation research with survey interviews, the researcher 
was further able to recognize the importance of the role recreation had in the MPCs. 
Developers, city planners and HOA members were interviewed for each community. 
From these interviews it was determined the recreation amenities created value for the 
developers along with value for the residents living in the MPCs. The value of the 
recreation amenities enhanced the brand of the MPCs. From the interviews it was also 
determined the recreation amenities were a contributing factor to residents moving to a 
community. Without the amenities residents likely would have chosen other communities 
to live in. As well, it was derived that recreation amenities add to the sense of place a 
MPCs provides the residents. This demonstrates recreation was important to the 
enhancement of the brand in attracting residents to choose MPCs. Through all of the 
research study it was determined recreation did enhance the brand in MPCs. 
 This research remains preliminary in regards to completely comprehending how 
recreation enhances the brand in MPCs. There are a few limitations to this study and 
areas for future research. This study only included MPCs near a major city. Suburban 
neighborhoods and communities located farther away from major cities may also have a 
community identity being enhanced by recreation branding. The results in this study 
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cannot be applied to suburban neighborhoods or other communities. Another limitation is 
to this study was that the selected MPCs were in the Wasatch Front. This limitation 
means the results from this study were specific to the Wasatch Front area and could not 
be generalized to a larger area. 
Future research associated with MPCs and recreational branding is needed to 
further refine the results of this study. An important aspect of future research will be to 
include a larger number of cases to be studied. With more studies and with more data, a 
stronger understanding of these same themes and other themes and other results may be 
found. An additional area for research would be to select cases in state with a weaker 
brand identity of recreation and see if MPCs there are also using recreation to enhance 
the community brand identity. Future research may include studying what recreation 
amenities provide the most brand enhancement for MPCs. Closer examination of specific 
amenities could be used to evaluate the impact one particular amenity has on the brand. 
Completing further research, in Utah or other states, on how recreation enhances the 
brand of MPCs is an important step for the future development of MPCs. 
Utah is posed to grow rapidly in the next 35 years and development will be driven 
by future MPCs. Utah has a self-identified brand of recreation, which developers were 
using to enhance the community brand identity of their MPCs. Understanding how 
recreation enhances the brand identity of MPCs can be applied to future developments 
and help developers strengthen community sense of place through the use of recreation 
branding. Overall, it was found that recreation enhances the brand identity of MPCs 
within Utah’s Wasatch Front. Whether it was adding value for the developers and 
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residents or if it was by creating a sense of community; recreation was enhancing the 
brand identity of these MPCs.  
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Developers Focus Survey – 
Purpose of this survey is to better understand the developer’s reasons for including 
recreation and the specific recreation amenities in their Master Planned Community 
designs. 
Questions: 
1. What motivated you to include recreation amenities in your community design? 
2. Why did you include those specific recreation amenities into your community 
design? 
3. Did you consider other recreation amenities and not include them? If so, why did 
you not include them? 
4. In choosing your location, did you look at nearby recreation amenities? If so, did 
the nearby recreation amenities influence your decision to build where you built? 
5. Who maintains the recreation amenities on site now? You, an HOA or the city? 
6. Have you done any research to understand how the residents value or view the 
recreation amenities you provided? 
7. Do you have a copy of the final master plan of the community I can have? 
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HOA Member Survey – 
Purpose of this survey is to better understand if recreation contributed to resident’s view 
and value of the community and if the recreation was a contributing factor to why 
residents decided to move to that community. 
Questions: 
1. Do the recreation amenities, provided by the developers, add to the value or sense 
of the community? 
2. Are the recreation amenities provided a contributing factors to why residents 
move to the community? Are they attributes used to attract new residents? 
3. Are the recreation amenities in the community the appropriate or best amenities 
for the community or do residents wish there were different recreation amenities 
provided? 
4. How do residents view the recreation amenities in the community? 
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City Planner Survey – 
Purpose of this survey is to understand what recreation amenities the city required the 
developers to include and to understand the opinion the city had on the developers 
reasoning for including recreation amenities. 
1. Do you have a copy of the final submitted and approved master plan for the 
community? If so, can I receive a copy of the master plan? 
2. What recreation amenities did the city require this developer to include in the 
community design? 
3. Where there any recreation amenities you did not require but encouraged to be 
included? 
4. Do you remember what the attitude of the developer was and the reason the 
developer included recreation amenities in the community design? 
5. Does the city maintain any of the recreation amenities built by the developer? 
 
